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and you sell the finest in hardware 


«the finest in quality MUU 


A BROAD LINE DESIGNED 
FOR COUNTLESS USES 





You answer every builder and consumer need with BARREL BOLTS 
National Lock builders’ hardware. Here’s a broad 
line that’s in demand the year round ... moves fast 
at a good profit. Order a well-rounded inventory 
from your jobber NOW. It will assure you con- 
sistent, extensive sales day after day. Items are 
offered in a wide range of sizes, specifications and 
finishes. Attractively packaged, too. Handsome 
counter display boards are provided FREE to help 
you sell. Products are shipped in durable, compact 
cartons. Join the thousands of dealers who look 
to National Lock for fine quality hardware. CABINET BUTTS 


SASH LIFTS e CABINET LOCKS e BUTTS 
HINGES e HASPS e KNOBS e PULLS 


CASTERS e LATCHES e¢ DOOR HANDLES 
“T” HINGES 





SHELF SUPPORTS @e CORNER IRONS 


CHEST HANDLES e BARREL BOLTS AND ; 
DOOR BUTTS 
HUNDREDS OF OTHER POPULAR ITEMS 
eo 





CABINET LOCKS 


. _—» ... the finest in distinctive 


DRAWER PULLS 
N | ASSORTMENT FOR A 
a COMPLETE HARDWARE 
DEPARTMENT 


Smartly-styled National Lock Cabinet Hardware 
leads the field in quality and broad selection. The 
N-150 assortment includes in-demand, profit- 
making items in many popular finishes. Here are 
two complete matched sets plus the additional units 
shown at left. Envelope packaged for your conve- 
nience. Complete, deluxe N-150 display board FREE COUNTER DISPLAY 
replaces several other boards... makes counter 13109, 1.4 DAIRY 1 SAMNY 92 (Oi ol 
space more profitable. Board is FREE. You pay REDUCES INVENTORY 


7 
Tm only cost of applied hardware. Open stock, too. 
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ROCKFORD, ILLINOIS * MERCHANT SALES DIVISION 
YOUR JOBBER ee | 
J Distinctive Hardware... All from | Source 
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How to make MORE DOLLARS 
on these openings 


You can settle for the usual profit 
with window glass, of course .. . 







ON you can increase your profit by 


selling plate glass. 








But, why not ring up a really BIG sale for these openings? 
Sell Thermopane* insulating glass—the double-pane unit 
that thousands of people want in their new homes. And “Ns 
don’t stop at a window or two. You can sell Thermopane for 
every window in the house. It’s a real profit opportunity. 





THERMOPANE is made in more than 80 stand- quickly from warehouse stocks, relieving you 
ard sizes as well as special sizes— for fixed of inventory costs and shed space. See your 
windows and for many types of movable sash. Libbey -Owens-Ford Glass Distributor or write 
Your L-O-F Glass Distributor can supply you us for details. *® 







Two Panes of Glass 
FOR BETTER VISION SPECIFY THERMOPANE 


MADE WITH POLISHED PLATE GLASS Blanket of Dry Air 





,. Ce a MADE ONLY BY LIBBEY°-OWENS-FORD GLASS COMPANY 


Bondermetic Seal* 3675 Nicholas Building, Toledo 3, Ohio 
(Metal-to-Glass) 
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Hews Briefs for the Susy Reader 


Construction costs in the national capital, according to a noted firm of 
valuation engineers, are at the highest point in the city’s history. Setting 
the ’26-’29 costs at 100, the Washington index stands now at about 235. 
That’s an increase of 15 points in the past six months. 


* s * 


The veto of the basing point bill is a worry and disappointment to manu- 
facturers. Some are again absorbing freight costs and quoting delivered 
prices. But despite the President’s saying all this is legal, these industrial- 
ists are not sure about the courts. 


* * * 


Administrator Foley of the HHFA announces that the University of 
Pennsylvania is making a study of the costs of marketing building materi- 
als; investigating such things as prices, margins, dealers’ expenses and the 
like. Part of the HHFA research. 


> ¢ * 


The Bureau of Labor Statistics says that nearly half a million unionized 
building mechanics in 1950 have benefited from new welfare plans or from 
benefits added to plans previously established. A larger number than for 
all of ’49. But the ’50 wage increases are not so large as for ’49. 


* * *& 


The Bureau of the Census is working out a statistical method of count- 
ing the nation’s housing units, at intervals between the ten-year census 
periods. These counts are proving highly valuable. 


* * *# 


Farm income for this year is estimated at one and a half billions less 
than in ’49; a smaller reduction than was predicted a few months ago. But 
it indicates the need for salesmanship on the part of dealers with farm 


customers. 
*~ * = 


The FHA announces that amended regulations governing Title I require 
the lending institution to have a copy of the sales agreement signed by the 
borrower or the dealer; describing the type and size of the improvements. 
The dealer’s own sales forms should be used. 


* ¢ 8 


Rent control, as you know, has been extended for six months, with a pos- 
sible additional six months if the local governing body votes to continue it. 
Many areas have been decontrolled under earlier legislation. 


ss. ¢ & 


Director Ratcliff, of the Housing Research Division, HHFA, says that 
barring unforeseen contingencies there should be adequate amounts of 
building materials for the million or more housing units to be built this 


year. 
* * #8 


The General Service Administration indicates that, whenever the bids are 
hied, government purchasing agencies must give the contract to the smaller 
business. 
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PLYWOOD MEET 


Distribution problems studied; 
new slate of officers elected 


THE National Plywood Distrib- 
utors’ Association and the National 
Building Materials Distributors 
Association held their Eighth An- 
nual Convention at the Edgewater 
Beach Hotel, Chicago, Illinois, on 
June 25, 26 and 27. Record-break- 
ing attendance and interest marked 
the meeting as an exceptional suc- 
cess. 

High-lights of the program in- 
cluded President Carl T. Crosky’s 





O. Harry Schrader, managing director of 
the Douglas Fir Plywood Association 


frank and searching analysis of 
the problems of wholesale distribu- 
tion. 


Mr. Henry M. Thullen of the na- 
tionally known law firm, Pope and 
Ballard, Chicago, Illinois, presented 
a brilliant discussion of the poten- 
tial dangers and constructive good 
embodied in the Robinson-Patman 
Act. 

Other important talks were made 
by Mr. O. Harry Schrader, Manag- 
ing Director of the Douglas Fir 
Plywood Association, Mr. David 
Miller of Armstrong Cork Com- 
pany, and Mr. Richard U. Ratcliff, 
Director of Housing Research, 
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MILLWORK MANUFACTURERS! SASH AND DOOR JOBBERS! © 


1S EASIEST TO INSTALL! 


ZEGERS 


CQiwa-wewl 
COMBINATION 


METAL WEATHERSTRIP 
SASH BALANCE 


Weatherstripping Plus Balances 
+ » In One Unitl 


RETAIL 
LUMBER DEALERS! 





Housing and Home Finance Agency. 

A new slate of officers was elected 
to direct the activities of the Asso- 
ciations for the ensuing year. Mr. 
W. W. Logan of the Logan Lumber 


Company, Tampa, Florida, was 
elected president, and Mr. Ken- 


neth J. Shipp, California Builders 
Supply Company, Oakland, Califor- 
nia, vice president of National Ply- 
wood Distributors Association. Mr. 
Harold W. Sparks of Lumberyard 
Supply Company, St. Louis, Mis- 
souri, was elected president, and 
Mr. Spencer N. Havlick of Wiscon- 
sin Wholesalers, Inc. of Green Bay, 
Wisconsin, vice president of the 
National Building Materials Dis- 
tributors Association for the com- 
ing year. 


MAPLE FLOORING 


Summer session will be given 
semi-annual committee reports 


THE summer meeting of the 
Maple Flooring Manufacturers As- 
sociation will be held at the Black- 
stone Hotel, Chicago, on Friday, 
August 4. MFMA members from 
New York, Ohio, Illinois, Michigan 
and Wisconsin will attend this in- 
formal meeting to discuss industry 
problems and to hear semi-annual 
reports from committee chairmen. 

MFMA president, W. C. Aben- 
droth, Reed City, Michigan, will de- 











W. C. Abendroth, president of Maple S] 


Flooring Manufacturers Association. p 


liver an address on the prominent 
part the Northern hardwood floor- \ 
ing industry is playing in today’s 
building markets. Advertising 
Committee chairman, C. F, DeWitt, 
Oconto, Wisconsin, will discuss the 
current advertising and trade pro- 
motion campaign which is to be 
stepped-up this fall to include a re- 
vamped and enlarged publicity and 
public relations program. Mr. De- 
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|BONDED HARDWOOD 
BLOCK FLOORING 















BOAT BUILDERS 








SALEM RIDGE, RIDGEWOOD, N. I. 
DEVELOPMENT CHOOSES HIGGINS FLOORING 
FOR LIFETIME BEAUTY AND SERVICE 


Gives you the advantage of quality 
flooring installations in HOUSING PROJECTS 


Higgins Flooring helps you win more bids, fin- 
ish more jobs per year—get your money in 
faster—win compliments from owners. 


1. You buy Higgins Hardwood Blocks by 
net measurement—each one precision cut to 
9” x 9” face. No dimensional loss allowance 
to make for tongues and grooves. 


2. You install Higgins Blocks quickly, easily— 
over steel, concrete, any type subflooring. Can 
be laid in adhesive—or blind nailed. 


3. No “lefts” or “rights” to slow you down. 
Pick any Higgins block: it fits. No waste by 
splitting when blind nailed: tongues are integral 
part of block, cross-grain-reinforced. © 


4. Blocks come with final luxury finish—no 
on-the-job finishing. Housewives like the easy, 
low-cost maintenance of a Higgins floor. These 
are just a few of the many profit features. 


Hig 


INCORPORATED f NEW ORLEANS 


BONDED HARDWOOD BLOCK FLOORING 


BUILDING PropucTts MERCHANDISER 


SELECTED OAK FACE @ Higgins Flooring Will Not 








Warp, Buckle, Cup, or Crack. 






5-PLY BONDED 


CONSTRUCTION @ Water-Repellent 








@ Climate-Proof 
@ Termite-Proof 
@ Rot-Proof 

@ Stain-Proof 
@ Easy to Lay 









@ Money-Saving 
@ Resists Abrasions 


*+ Mail this Coupon for Sample Block and Literature -+**; 


Higgins Incorporated 
Dept. 713 
New Orleans, Louisiana 


Gentlemen: Please send sample of Higgins Bonded Hardwood 
Flooring block, together with detailed literature. 


Firm Name 
Address_____ 
a Zone State 





Your Name 


eeeeveseeeeeeeeeeeeeeeeee 
@eeeeeeeeeeeeeeeeeeeeeee 
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PRICES 


Warehouse or Carload 
Shipments 





Dependable shipments of high 
quality birch plywood—birch ve- 
neer—birch lumber—birch doors. 


BIRCH PLYWOOD 


STOCK PANELS 


Grades A-A, A-1l, A-2, A-3, 1-1, 1-2, 
1-3, 2-2, 2-3, 3-3. All thicknesses: 
1,” to 34. Complete stock sizes 
or your sizes upon request. 


CUT TO SIZE 


Excellent sources for cut to size 
panels. 


BIRCH DOOR PANELS 


Grades available: 1-3, 2-3, 3-3, in 
ly” and 3/16” thicknesses. All 
panels are 3-ply construction. 


Phenolic, Urea, Melomine and 10 
Cycle Glue. All hot press glues, 
on door panels and stock panels. 
All birch plywood meets standard 
CS 35-47 Bureau of Standards 
specifications. 


BIRCH VENEER 


Rotary and Sliced Cut. Standard 
Thicknesses. Faces, Backs, Cross 
Banding & No. 1 Sheet Stock. 


Specify your Requirements. 


DEPENDABLE 
DELIVERIES 


s + & 
W. R. BRAUND 
COMPANY 


Suite 214, Dept. CD 
Wabeek Building 


BIRMINGHAM, MICH. 
Telephone 5022—TWX Birmingham 500 









































Structural Clay 
Products Institute 
recently moved in- 
to new  headquar- 
ters in Washington, 
D. C. In the photo 
at left chairman of 
the board Douglas 
Whitlock confers 
with members of 
his staff in the li- 
brary of the new 
building. Left to right are M. H. Allen, 
chief engineer; Whitlock; Robert W. 
Macauley, historian; Mrs. M. H. Gilbert, 
comptroller; and Carl O. Hoffman, staff 
engineer. The lower photo shows the 
exterior of the Institute’s new building. 


CLAY PRODUCTS GROUP 
ANNOUNCES NEW 
HEADQUARTERS 





Witt’s committee will meet at the 
Blackstone on August 3, to prepare 
recommendations in this connec- 
tion. 


P. W. Abendroth, Ishpeming, 
Michigan, chairman of the Grades 
Committee will report on the prog- 
ress of MFMA mill inspection serv- 
ice and grading practice. Other in- 
dustry leaders scheduled to talk in- 
clude D. S. DeWitt, Oconto, Wis- 
consin, MFMA Vice President, W. 
W. Gamble, Jr., White Lake, Wis- 
consin, MFMA Treasurer, W. D. 
Connor, Jr., Marshfield, Wisconsin, 
S. A. Wells, Menominee, Michigan, 
C. A. Brand, Chicago, C. B. Rid- 
dell and G. K. Nixon, Tupper Lake, 
New York, and A. A. Rabbideau, 
Ironwood, Michigan. 


N. L. Telander, MFMA advertis- 
ing counsel, representing the Cram- 
er-Krasselt Company agency, Mil- 
waukee, will discuss educational 
sound films, television, radio and 
newspaper trends in advertising. 


MARKETS 


Despite numerous sources of con- 
tinued high demand on the one 
hand, and such things as car short- 
ages, strikes, and a long 4th of 
July lay-off on the other hand, there 
is a general feeling that lumber 
prices have reached a summer pla- 


teau. There have been enough 2x4 
8’s in transit to cause sellers to be 
on the outlook for buyers—an un- 
usual situation with housing starts 
at an all-time high. However di- 
mension is still in strongest de- 
mand. 

Some metal products, cement, 
and rock lath are generally tight 
and in scattered spots scarce. The 
rail strike, if prolonged, will con- 
tribute to additional tight spots in 
bulkier building materials. 


TACOMA — Additional stimulus 
to an already high flying lumber 
market was provided when an- 
nouncement was made here yester- 
day that the Air Force has certified 
to the FHA construction of 350 
new frame housing units at Mc- 
Chord Air Force Base, just south 
of here. Work on the $2,800,000 
project will start immediately, and 
will be rushed because of antic- 
ipated increased activity at Mc- 
Chord. The Air Corps home build- 
ing program at McChord is re- 
portedly one of several multimillion 
dollar home construction programs 
being considered for military per- 
sonnel in the Pacific Northwest, 
where the strength of the armed 
forces is being increased. Senator 
Harry P. Cain announced that the 
Atomic Energy Commission is re- 
portedly considering construction 
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* Impervious to acid, alcohols, alkalis 
. . gasproof and fumeproof as well. 

* Will not chip, scratch or crack — 
free flowing, self-leveling and non- 
yellowing. 

* Covers solidly in one coat without 
leaving brush marks or streaks. 

* Works freely under the brush with- 
out sagging or running—dries with 
a full body. 

* Gives a sparkling, ever-lasting 
whiteness no other enamel can 


provide. 
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'Yy FOR TREMENDOUS, REPEAT 
PROFITS THERE'S NOTHING 
LIKE 


AMERICAN 
PLASTIC 
PORCELAIN 


The finest, fastest-selling 








055 


synthetic plastic white 


enamel of all time! 








Dealers everywhere report sensational 
profits with American Plastic Porce- 
lain . . . thousands of delighted users 
say there’s nothing like it for beautifying their 
homes! So. please your customers as you multiply 
your profits with this miracle product! Find out 
more about the plastic enamel that’s really going 
places . . . write now for complete information on 


American Plastic Porcelain! 





DEALERS: Ask, too, about the many other members 
in AMERICAN’S family of top quality paints and 
varnishes that will pay you bigger, year-’round profits. 
We invite you to send for particulars about repre- 
senting the complete AMERICAN line. 











TVARIUMLIWZ.0, (AYA 


f£STABLISHED 1/883 
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Manufacturers of varnishes — paints — stains — lacquers — synthetic 
enamels — cello film — soldering flux and special coatings. 
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MASTER so-prarr SASH BALANCE 


omaiibit “— 
| no equal 


Sash Balance and ~ 
Weatherstrip or 
Combination 






















@ simplicity of installation. 


@ quality of materials or 
workmanship. 


@ economy of time and labor 
in pre-fitting double hung 
windows with sash balances 
and weatherstrip in a 
single unit. 


NOR ROY AE 


i 
‘ 


@ The Master No-Draft Spring sash balance and 
metal weatherstrip combination is the ideal unit 
for pre-fit window assembly. It is simple, re- 
quiring only two sash rabbets. It is satisfactory 
in use, and proved by thousands of installations 
from remodel jobs to huge government housing 
projects. It is the original patented quality unit. . 
manufactured by the leader in the development 
and sale of this type.of equipment. 








Every quality ‘product has its imitation. The 
difference between the two may not be appar-. 
ent but it is always there . . . either in ma- 
terial, in workmanship, or in design. Wh 
install an assembly which must ita 
product's reputation be sui 

Hundreds of mills are. 
upon thousands. of _ sa 
Master ic 
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Master Metal Strip Service, Inc. 
1731 No. Kilbourn Ave. @ Chicago 39, Illinois 





of 500 more homes at Richland. 
Other areas in the state reported 
under consideration for military 
housing construction are Larsen 
field at Moses Lake and the Spo- 
kane air base. 

KANSAS: CITY—Although de- 
mand for yellow pine showed some 
signs of slackening in the last ten 
days, mills were going ahead full 
blast in production to fill the back- 
logs. Stocks at mills are badly 
broken and there is an acute short- 
age in key items. 

Specifically, 1 by 8 common 
boards are very scarce and retail- 
ers are anxious to get supplies and 
willing to pay premiums for prompt 
delivery of such wood. The 1 by 
8 boards, however, are more plenti- 
ful. 


Prices are holding steady at the 
recent advances and opinion is that 
levels will be maintained for most 
of the summer as further increases 
will create buyers’ resistance. Mills 
said that lumber on the East side 
of the Mississippi still are com- 
manding prices comparable to those 
on the West side and that air-dryed 
stock is going for very little less 
than kiln-dryed lumber. 


The weather has been fairly good 
for production. The movement of 
lumber into the farm belt has 
speeded up and retailers are ex- 
pected to curtail buying shortly as 
farmers will be in the midst of har- 
vest and will not be needing lumber 
for repairs and building until the 
fall. The furniture trade in the 
Southwest has also slackened its 
buying interest, pending the out- 
come of the furniture show being 
held at Chicago. Railroads are in- 
creasing their inquiries for heavy 
timbers. 

Mills reported that No. 2 kiln- 
dryed 8-inch boards were going at 
$80 to $82 a thousand, that 6-inch 
stock was selling freely at $76 to 
$78. Finish and flooring went at 
$150 to $160. In the dimension 
class, 2 by 4’s, in 8- and 16-foot 
lengths, sold around $75; 2 by 6’s 
at $75 to $76; 2 by 8’s at $77 to $80 
and 2 by 10’s at $85. The air- 
dryed dimensions usually sold $2 
to $3 less. 

The Federal Reserve Bank of 
Kansas City reported that retail 
sales of 164 line yards in the South- 
west during the first four months 
of 1950 were 39 percent larger 
than a year ago, that dollar volume 
for April was 3 percent larger than 
a year previous. Inventories of the 
retailers on May 1 were 40 percent 
higher than a year earlier. 

In its report on wholesale lum- 
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ENTIRE TOWN 
THREATENED BY GHOST 


McC Leary, WASHINGTON, was founded many years ago as the 
center of a large wood-working enterprise. In this town of 
1200 population, a thriving door factory and a large plywood 
plant were operated by the Henry McCleary Timber Company. 
The utilities and many of the homes and business properties 
were also company-owned. By the late 30’s the McCleary 
Timber Company had cut the last of its timber and the town 
had begun to look “‘tired and worn out.’ The atmosphere was 
one of depression and discouragement. 


In 1941, the Simpson Logging Company purchased the 
McCleary holdings, made improvements in light and water 
facilities—then sold them back to the town, after it had been 
incorporated. The Simpson plants were included within the 
corporate limits to create a stable basis of tax-support. 


Today, McCleary residents own their homes. New 
paint glistens. New home districts are forming. Lawns are 
kept neatly mowed. Civic improvements are underway, and 
there is a municipal governing body. The door and plywood 
plants are running at full capacity and folks in McCleary and 
neighboring Elma who work in these plants are enjoying 
steady employment. 


The rejuvenation of McCleary was possible because of the 
Simpson Logging Company’s Sustained Yield Agreement with 
the United States Forest Service. Under this partnership, 
Simpson’s long-range forest management program provides a 
continuous source of raw material. The result: stabilized 
communities within Simpson’s working areas, and a perma- 
nent supply of Simpson products for Simpson customers. 





Douglas Fir Plywood 


The QUALITY of Simpson Plywood, manufactured in the center 
of the Douglas Fir country, is known throughout the major 
distribution areas. All Simpson Douglas Fir Plywood is trade- 
marked and carries DFPA grademarks. 


Douglas Fir and Hemlock Doors 
Simpson Fir Doors, manufactured from old-growth Douglas 
Fir, are available in all areas in all FDI grades, all specifica- 
tions and all desgins including the Simpson Flush Door. The 
increasingly popular Simpson Western Hemlock Door is man- 
ufactured in all FDI patterns. 


Western Lumber 

From our own forests and mills all grades and sizes of old- 
growth green Douglas Fir and Western Hemlock lumber are 
available especially to the water-borne markets on the 
Atlantic and Gulf Coasts. Our Redwood lumber is distributed 
by Northern Redwood Lumber Co., Russ Building, San Francisco. 


Acoustical Tile 

Simpson Acoustical Tile is available through authorized acou- 
stical contractors, and Simpson Noisemaster Acoustical Tile 
through regular distributors and dealers. These fine acoustical 
products are preferred because of higher sound absorption 
and Hollokore drilled perforations. 


insulating Board Products 

Small wood pieces (not bark nor rotted wood) formerly 
unused or burned as fuel, go into the manufacture of Insulating 
Board Products including Interior Finish Board, Plank and 
Tileboard, Sheathing and Lath, Roof and Cold Storage 
Insulation, and Noisemaster Acoustical Tile. 


The Sure Way to Buy Quality... 


© Suy 





on 


SINCE 1895 





QUALITY 


SIMPSON LOGGING COMPANY 


PLANTS at Shelton and McCleary, Washington, and Klamath, California @ SALES DIVISION: 1065 Stuart Bidg., Seattle, Washington 
SALES OFFICES: San Francisco, Los Angeles, New York, Fargo, Chicago, St. Louis, Shreveport 
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Display The Saw 
That Sells on Sight! 


Consistently Advertised NATIONALLY 


POWER SAW 
ONLY 9392 Retail Price 
Model 625 


Portable Electric 
Hand Saw 





3 ey, Meee *» 
Tm ~ 3 , Le 
5 ' “ pe c 






. . . with these big sales 
and performance features! 
mn Wi Weighs only 1042 pounds 
¢. a ~2) Angular Adjustment 90° to 45° 
<<. Depth of Cut 0” to 2%” 
Graduated Ripping Guide 
Plus many others 

It’s designed by experts for easy, fast, 
precision work. It has perfect balance 
for one-hand operation, plus plenty of 
power. Streamline design with motor 
drive to blade through precision-cut 
bronze helical gears. Air baffle clears 
sawdust from line of cut. Safety guard 
keeps blade covered when not cutting 
— automatic return. Complete with 6 %4” 
combination blade; 10-foot, rubber- 
covered, 3-wire (with ground wire) cord 
and plug. Other types of blade avail- 
able. 

Beautiful hammerloid-finish, $ 62 5 
steel carrying case, extra... — 

men 


SEND TODAY. Get new 16-page 
catalog with full information 

on the complete line of 

Portable Electric Tools for 

farm, home, and shop. 





(PET PORTABLE ELECTRIC TOOLS, INC. 


335 West 83rd Street, Chicago 20, Illinois 
in Canada: 369 Danforth Avenue, Toronto 13 
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ber distributors, the bank said that 
sales for the four months ended 
April 30 were 49 percent higher 
than a year earlier. Stocks were 
off 8 percent from the same 1949 
period. 


SEATTLE — Camps and _ mills 
observed as usual the traditional 
July 4 shutdowns in order to enjoy 
the holiday and affect repairs. This 
years the camps, due to the very 
strong demand for logs, will be 
down for shorter periods unless fire 
weather should intervene. Along 
with shutdowns production con- 
tinues to be plagued by the Weyer- 
haeuser strike variously estimated 
to cut output of lumber in this area 
10 to 20 percent. Latest word is 
that both sides are adamant and 
mean to fight to the finish over 
Union demand for a union shop. 
However the company has issued 
checks for two weeks vacation pay. 


Demand-prices—Demand is a lit- 
tle less due to the July 4th shut- 
downs and a natural incliniation 
to rest a little after the active mar- 
keting of the past months. There 
is a surplus of 2x4x8’s. Wholesal- 
ers with cars in transit are trying 
hard to sell them so they can buy 
more lumber. Dimension is still 
the object of the biggest demand. 
In the shingle market 2’s and 3’s 
are a little stronger but volume of 
orders is not so large. 


Most interesting is that for the 
first time in many weeks prices 
have leveled off and appear to have 
stabilized for the holiday period. 
However the few changes are still 
for the most part upward. No. 2 
fir dimension is about a dollar high- 
er and No. 1 dimension in 2x10 and 
2x12 specified lengths has ad- 
vanced a little. Hemlock lumber is 
about the same. Shingles have re- 
treated slightly from previously 
higher figures. No. 2 shingle logs 
bring $50-$60; No. 3 $40 and lum- 
ber cedar logs $110-$125. <A bad 
car shortage on the Southern Paci- 
fic makes shipping to California 
difficult, particularly from Oregon. 
One order for 5 million feet of fir 
commons has been placed at Coos 
Bay at a price understood to be $77. 
The Korean War has not yet 
affected orders from Okinawa and 
Japan. 


There is considerable feeling that 
prices have gone as high as they 
should go on the present market. 
This is particularly true of shingle 
manufacturers who are already 
priced out of the market in some 
areas. When active trading re- 
sumes after the holiday more 





steady prices may follow through 
the summer. 

BALTIMORE—tThe lumber pic- 
ture from this point seems to be 
more of the same—reports of 
steadily rising prices with demand 
at a very high peak, plus some 
scarcity showing up now in vari- 
ous items, 

The building boom is being sus- 
tained far more into the year than 
had been anticipated. The leveling 
off in lumber that many thought 
had arrived last December, has 
turned out to be a bad guess and 
things are booming along with 
dealers who have superior sources 
of information admitting they don’t 
know where the present trend is 
leading. 

Building permits for the month 
of May exceed the same month of 
last year. 


LUMBER—NATIONAL 


Lumber Shipments of 425 mills 
reporting to the National Lumber 
Trade Barometer were 2.6 percent 
below production for the week end- 
ing June 24, 1950. In the same 
week new orders of these mills were 
1.7 percent above production. Un- 
filled orders of the reporting mills 
amounted to 59 percent of stocks. 
For reporting softwood mills, un- 
filled orders were equivalent to 27 
days’ production at the current 
rate, and gross stocks were equiva- 
lent to 43 days’ production. 

For the year-to-date, shipments 
of reporting identical mills were 
12.1 percent above production; or- 
ders were 16.8 percent above pro- 
duction. 

Compared to the average corre- 
sponding week of 1935-1939, pro- 
duction of reporting mills was 63.4 
percent above; shipments were 68.7 
percent above; orders were 76.2 
percent above. Compared to the 
corresponding week in 1949, pro- 
duction of reporting mills was 6.0 
percent above; shipments were 9.4 
percent above; and new orders were 
12.3 percent above. 


WESTERN PINE 


97 mills reporting to the Western 
Pine Association for the week end- 
ing June 24, 1950, cut 79,744,000 
feet. This compared to 72,731,000 
cut for the period a year ago. Ship- 
ments for the week totaled 75,673,- 
000 feet, 5.1 percent below produc- 
tion. Orders for the week amounted 
to 75,258,000 feet as compared to 
65,059,000 feet for the correspond- 
ing week a year ago. Orders for 
the week ran 5.6 percent below pro- 
duction. Orders on hand at the 
week’s end totaled 249,300,000 feet. 
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Ceco Makes 23,978,328 Calls 
to eucll Steel Windows for you! 













Dominant Ads 
Appear M onthly 


in these National 











Magazines 


Sell the Windows 
fiefoved | 


by Architects, Builders and Home Owners... 


All over America—everywhere—every day—you tractors as well. From specification to application 
hear more and more home owners say ‘“We have ... every sales opportunity is exploited for you. 
Ceco Steel Windows.” And that’s not surprising | And behind Ceco advertising is 38 years of manu- 
because Ceco makes millions of calls annually to facturing experience—engineering excellence—to 
pre-sell steel windows for you. Look atthe impos- —_ produce a product you can be proud to sell. That 
ing advertising Ceco does in national magazines is why we say .. . when you sell Ceco Steel Win- 
covering every buying front, not only the con- dows, you know you sell the very best . . . you 
sumer but architects, builders, engineers and con- assure your Customers savings too. 


Steel Casements « Basement, Industrial and Architectural Windows « Metal Frame Screens « Aluminum Storm 
Windows « Combination Storm Windows and Doors + Metal Lath and Accessories » Roofing Products and Accessories 


CECO STEEL PRODUCTS CORPORATION 
General Offices: 5601 West 26th Street, Chicago 50, Illinois 


Offices, warehouses and fabricating plants in principal cities 








/n construction products CECO ENGINEERING mikes the tig dif rence 
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SOUTHERN PINE 


Production of Southern Pine by 
the 122 mills reporting to the 
Southern Pine Association for 
the week ending June 24, 1950, 
amounted to 17,993,000 feet, or 
10.21 percent below the three year 


average. Shipments during the 
week totaled 19,156,000, or 6.46 
percent above production. Orders 
for the week amounted to 20,062,- 
000 feet, or 11:50 percent above 
production. Orders on hand in- 
creased 1.34 percent during the 
week. 


ENGLEMAN SPRUCE 





The LUMBER MARKET 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 


SOUTHERN PINE 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. Cc D 
eens,” 160.00 150.00 110.00 
Flat Grain Flooring 
Be aecwewnewe ta 130.00 120.00 85.00 
DD) vinidiaeidavass 143.00 138.00 110.00 


Drop Siding 


1x6 (Pat. #106).150.00 145.00 115.00 
1x6 (Pat. #116).155.00 150.00 115.00 
Ceiling 
aaa ..115.00 110.00 70.00 
De -swdeeewnes 120-130 115-125 100.00 
Board and Shiplap 
(green) 1x6 1x8 1x10 1x12 
me Lb ice tone 75.00 75.00 75.00 
mG. 2 oes GO 70.00 70.00 70.00 
No. 3 ... 66.00 66.00 66.00 66.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x4 ..81.00 81.00 81.00 81.00 81.00 
2x6 ..80.00 80.00 80.00 80.00 80.00 
2x8 ..80.00 80.00 80.00 80.00 80.00 
2x10 .80.00 80.00 80.00 80.00 80.00 
2x12 .80.00 80.00 80.00 80.00 80.00 
No. 2. Dimension 
2x4 ..77.00 77.00 78.00 75.50 75.50 
2x6 ..76.00 76.00 76.00 75.50 75.50 
2x8 ..75.50 75.50 75.50 75.50 75.50 
2x10 .75.50 75.50 75.50 75.50 75.50 
2x12 .75.50 75.50 75.50 75.50 75.50 
No. 3 Dimension R/L Only 
2x4 ..65.00 ees EY 
2x6 ..63.00 
2x8 ..62.00 
2x10 .59.00 
2x12 .59.00 peta er re 
(Add 8-10 for dry lumber.) 





WESTERN PINES 
PONDEROSA PINE 


Selects, 


S2 or 4S 4/4 RW 5/4 RW 6/4 RW 


C&Btr. RL ...235.00 240.00 240.00 
Shop, 82S No. 1 No. 2 
OO, eS er er cr Te 135.00 115.00 
I Farts ne oir cletal alta aca aiate 135.00 115.00 
Commons, No. 3 
S2 or 48 No. 2 No. 3 6&Wadr 
fae 115.00 79.00 60.00 
Js 7 110.00 76.50 60.00 
Trim 1x4 1x5 1x6 1x8 
Uppers RL...... ‘ ae 
SE ) . Saar 
eo rrr 
Idaho White Pine 
Selects, S2 
or 48 1x4 1x6 1x8 5/64 RW 
C&Btr. 
RL 240.00 245.00 250.00 


270.00 
D RL 200.00 205.00 220.00 230.00 
Commons, 


Commons, 82 or 48 No.1 No.2 No.3 


aaa 
oo A ee 

Sugar Pine 

Selects, 

S2 or 48S 4/4 RW 5/4 RW 6/4 RW 
B&Btr. RL ..270.00 270.00 270.00 
oh 3 is 260.00 260.00 260.00 
Ss ae 245.00 230.00 230.00 

Shop, S28 No. 1 No. 2 No. 3 
i, Sasha tek eeeak  Libtene: - “wget 
SE Saran orata eet  <achatae . aaceice 
Tn) “pacheneen “enene © Magia 


Vertical Grain Flooring 


Boards & 

Shiplap 1x6 x8 ix10 1x12 
No. 2&Btr...94.00 92.00 92.00 93.00 
No. 3&Btr...78.00 81.00 81.00 86.00 

No. 1 Dimension 

12’ 14’ 16’ 18’ 20’ 
2x4 ..80.00 80.00 80.00 82.00 82.00 
2x6 ..79.00 79.00 79.00 81.00 81.00 
2x8 ..79.00 79.00 79.00 81.00 81.00 
2x10 .79.00 79.00 79.00 81.00 81.00 
2x12 .79.00 79.00 79.00 81.00 81.00 

No. 2 Dimension 
2x4 ..78.00 78.00 78.00 80.00 80.00 
2x6 ..77.00 77.00 77.00 79.00 79.00 
2x8 ..77.00 77.00 77.00 79.00 79.00 
2x10 .77.00 77.00 47.00 79.00 79.00 
2x12 .77.00 77.00 77.00 79.00 79.00 
(Boards graded No. 1, 2, 8 at flat 

price; no price for straight No. 2. Mills 


do not grade out No. 3 dimension sepa- 


rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 


ver IRR 








; B&Btr. Cc D 
tt eee 190.00 180.00 135.00 
Flat Grain Flooring 
cs Peers 170.00 160.00 123.00 
ie & See 170.00 160.00 123.00 
Drop Siding 
1 x 6. Pat. #106.170.00 160.00 123.00 
1 x 6 Pat. #116.170.00 160.00 123.00 
Ceiling 
. 2 Ss eee 155.00 145.00 110.00 
DM Dates cueaneighucs.  wareiec Omcitas 
Boards and 
Shiplap 1x6 1x8 1x10 1x12 
No. 1 ..120.00 120.00 120.00 120.00 
No. 2 82.00 82.00 82.00 82.00 
No. 3 74.00 74.00 74.00 74.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4.83.00 85.00 9.00 92.00 92.00 
2x 6.83.00 85.00 89.00 92.00 92.00 
2x 8.83.00 85.00 89.00 94.00 94.00 
2x 10.90.00 90.00 90.00 92.00 92.00 
2 x 12.98.00 98.00 101.00 104.00 104.00 
No. 2 Dimension 
2x 4.75.00 79.00 81.00 84.00 84.00 
2x 6.72.00 74.00 75.00 78.00 78.00 
2x 8.75.00 74.00 75.00 76.00 76.00 
2 x 10.81.00 82.00 81.00 84.00 84.00 
2 x 12.76.00 76.00 76.00 82.00 82.00 
No. 3 Dimension R/L Only 
2x 4.57.00 eeu eee . 
2x 6.54.00 ‘ 
2x 8.54.00 pate ‘ 
2 x 10.55.00 awe a 
2 x 12.55.00 anal 
REDWOOD 
Finish 
S GO Ree, Be oc cc ecidccees 105.00 
% © Meer. Bee. cc ccccvccsc 130.00 
S © Meer, Be, cc cccccces 170.00 
Z 1G Aaeecs, BIBI, «ccc ccccece 175.00 
By acct ncecksconvesees 165.00 
W606 c cade denekwed es 175.00 
EP eee 195.00 
2.) eee ee 205.00 
eR ee ee 215.00 


Prices for red cedar siding in mixed 
cars, new bundling 6 to 18’ are: 


Beveled Siding, % inch 
C A 


lear B 
Ss, rere 80-84 78-82 60-62 
ss 8.00 96.00 78.00 
f. 125-135 123-133 95-100 
© TO cs vcesc 150-160 148-158 105-115 
Clear Bungalow Siding, % inch 
Seer 164.00 162.00 er 
S SGM cccvws 195.00 193.00 150.00 
SO SGM ccacws 215.00 213.00 160.00 
OS ee. 205.00 203.00 115.00 
Finish, B and Better S2 or 4S, 
6-16’ or rough 
SE DadaSeoawweewnwewes - -145.00-165.00 
ee Re eee. 175.00 
i Se ee een 185.00 
Ceiling or Flooring B and Rtr, 9-16’ 
B&Btr. D 
DS. Sewikswaevs -..-100.00 97.00 - 85.00 
eae Mulvuigewiaraes . -100.00 97.00 85.00 





RED CEDAR SHINGLES 


Royals 


EE UME 5 ti hie is oe NK iO 7.00 

EE PR ake. dk cwce mre are 9.00- 9.50 

NES Saal Sareea o: Glare rs as 4.50 
Perfections 

PORE WTR bv cecsieewreecees 14.25 

BORN MOI EUA ccccvctvacevce 7.25- 7.50 

SEE SOFTEE. 6.06 ce vereehece 4.25 
XXXXXX 

gO ER ee ee ee 12.50-12.75 

A OEE iol Gl ice ow boerore wera 7.50- 7.75 
De BT Ee oc ctrslewace wees 4.25- 4.50 








Btr. Cc 
MEE. ciwetmacamionen 145.00 135.00 90.00 
Flat Grain Flooring 
eee 115.00 110.00 80.00 
re 135.00 130.00 100.00 
Drop Siding 
1x6 (Pat. #106).148.00 135.00 110.00 
1x6 (Pat. #116).148.00 135.00 110.00 
Ceiling 
ae 105.00 100.00 60.00 
ee a= 120.00 115.00 70.00 
Boards and Shiplap 
(dry) 1x6 1x8 1x10 1x12 
No. 1 81.00 81.00 81.00 81.00 
No. 2 ... 76.00 76.00 76.00 76.00 
No..3 .... 70.00 70.00 70.00 70.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x4 87.00 87.00 88.00 88.00 88.00 
2x6 86.00 86.00 86.00 86.00 86.00 
2x8 ..86.00 86.00 86.00 86.00 86.00 
2x10 .85.00 85.00 85.00 85.00 85.00 
2x12 .83.00 83.00 83.00 83.00 83.00 
No. 2 Dimension 
2x4 00 § 84.00 84.00 84.00 
2x6 ..82.00 82.00 82.00 82.00 82.00 
2x8 ..82.00 82.00 82.00 82.00 82.00 
2x10 .81.00 81.00 81.00 81.00 81.00 
2x12 .80.00 80.00 80.00 80.00 80.00 
No. 3 Dimension R/L Only 
2x4 ..67.00 ees slave 
2x6 . 66.00 
2x8 ..65.00 
2x10 .62.00 
2x12 .60.00 
OAK FLOORING 
Clear Pin #x2%4 %x1% %x2 %x1% 
White ..210.00 180.00 170.00 160.00 
Red ....210.00 180.00 170.00 160.00 
Sel Plain - 
White ..185.00 172.00 150.00 135.00 
Red ....185.00 172.00 150.00 135.00 
#1 Com 
White ..160.00 135.00 135.00 120.00 
Red ....160.00 135.00 1385.00 120.00 
#2 Mixed 
15” Sh’rts 90.00 65.00 65.00 55.00 
#1 Com. & 
Btr. ....110.00 80.00 80.00 65.00 
#2 Com. .. 70.00 50.00 50.00 35.00 
WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6-18’ are: 
Beveled Siding, % Inch 


Clear “_ — 
Se. 85.00 83.00 70.00 
SeX0 MGR .ccess 120.00 118.00 88.00 
TAE6 ICH 2... ccs 145.00 143.00 115.00 
JESS TOM. ..ncccs 175.00 173.00 125.00 
Clear Bungalow Siding, % Inch 
© SPM oc cwcwex 200.00 198.00 160.00 
SO TGR ioc cceus 220.00 218.00 170.00 
De GME ccsiuees 230.00 228.00 165.00 
Finish, B and Btr. S2 or 4S, 
i- 16 ough 
=? seni = ; - pale sparen ene 145.00-165.00 
BE icccneownke ees. ke ned 175.00 
SEE. div mauvisieten tex ceaes 185.00 ™ 
Ceiling or Flooring B and Btr., 9-16’ 
as B&Btr. Cc D 
IE. bictae.mce otek ote 100.00 97.00 85.00 
ere eee 100.00 97.00 ~ 85.00 
Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— ? 
Listing under $4.00—list plus 120 
per cent. 2 
Listing $4.00 and over—list plus 125 
per cent. 
Clear Lattice, 5/16”, 4 to 16’ 
100 Lin. Feet 
PEE. oie uhidberna eee ee ee 0s 00 oles 1.50 
phy. BR Prt te ee ee ee ae 1.75 
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BARRETT* BUILDING PRODUCTS 
Asphalt Shingles, Roll Roofings 
and Sidings 
Built-up Roofings 
Sheathings and Building Papers 
Rock Wool Insulation 
Bituminous Paints and Cements 
Waterproofing & Damp-proofing Products 

Wood Preservatives 
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Sales Helps Galore! 330 outstanding sales builders available 
to Barrett dealers absolutely free or at substantially less than 
actual cost. Full color booklets, direct mail campaigns, win- 
dow displays, selling manuals, shingle boards . . . these are 
plus values you get when you tie in with Barrett. 


Good Line of Prepared Roofing! Every type of product — in 
sizes, weights and colors — to meet your customers’ every 
roofing requirement. 


Dependable Products! For example: Barrett’s felts — the 
backbone of prepared roofing — give longer life because they 
pass rigid tests for tensile strength, pliability, ash content, 
veight, thickness and saturating capacity. j 


Superior Packaging! Neat, clean, attractive packaging ... 
ilways clearly labeled . . . thoroughly protects the product. 


1-color National Advertising! The only Prepared Roofing 


};UILDING Propucts MERCHANDISER 


advertising in full-color, full-page size in The Saturday Eve- 
ning Post ... supported by additional space in other leading 
magazines. 


Barrett looks after its own! Barrett salesmen actively help 
their accounts build new business. 


Follow the trend to Barrett! It’s plain good business to sell 
Barrett Prepared Roofings. Why not join up with Barrett 
right now? 


THE BARRETT DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 
40 Rector Street, New York 6, N. Y. 


205 W. Wacker Drive 
Chicago 6, Ill. 


*Reg. U. S. Pat. Off. 


1327 Erie Street 
Birmingham 8, Alabama 


36th St. & Gray’s Ferry Ave. 
Philadelphia 46, Pa. 
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OVERSEAS: Too early, at this writing, to make 
much of a guess about the effect of the Korean do- 
ings in foreign relations; but no one has to be told 
that these things CAN put detours in the trail of 
domestic business. We hope they don’t. . . But 
even if the Reds have been booted back north of 
the 38th parallel when you read these lines, better 
keep a hard eye cocked and watching for those 
collateral results in the American business pattern. 


INFLATION: This is a possibility that worries the 
Federal Reserve and the Council of Economic Ad- 
visers. Government buying, for example, is likely 
to increase. Some authorized Federal purchases, 
such as stockpiling, have been held at a slow walk; 
due to high prices and a reluctance to jig the civil- 
ian market. But because of the Korean push the 
Munitions Board may lose its tenderness for civilian 
buyers. Uncle may need those supplies. 

INVENTORY BUYING: You'll not want to stock 
up on raw rubber, manganese or tin. But you may 
be short of nails, heating and plumbing units and 
other things made of steel; and you remember how 
hard it was to buy lumber, a few years ago. Well, 
inventory buying, in practically all lines, is much 
heavier and more urgent this year than it was in 
‘49. 

WAR CONTROLS? No one wants even to men- 
tion them; and we're told the Administration will 
not ask for stand-by control legislation unless the 
international roof falls in. And in that case all bets 
would be off, anyway. The National Security Re- 
sources Board, now much more active and far- 
sighted than it was, is said to be drafting this legis- 
lation; as of course it should. 


TAX LEGISLATION is still uncertain. At first 
Congress didn't want to monkey with the rates at 
all. Then the House cut so many excise taxes — 
reducing revenue by more than a billion — that the 
President was getting fixed to swing a veto; so the 
Hill added some compensating upper-bracket cor- 
poration taxes. Now a good many Senators don't 
want to vote on the bill at all until the foreign pic- 
ture clears up. . . Maybe you'd like to take it 
from here. 


CORPORATIONS: If Congress follows the taxing 
trail marked by the House —an important “if’— 
then for smaller businesses a corporate form of or- 
ganizations could have some tax advantages over 
a partnership. Some tax specialists have suggested 
also that if the total income is more than $25,000 
the business should be divided into two or more 
corporations. There’s some doubt about the Treas- 
ury’s attitude; so better consult the legal department 
of your association. 
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CALENDAR 


“MILLS PLAN”: This is a proposed shift to speed 
up corporate tax payments. At present, as you 
know, payments are in four equal sums, paid quar- 
terly. The proposal is to change, through a five- 
year period, so that taxes would be paid in two 
equal amounts each year; one in the first quarter 
and the other in the second. This could hurt some 
companies whose net margins have been getting 
narrow. 


HOUSING MONEY: Remember that all these do- 
mestic comments are junior to international hap- 
penings. . So, simply ignoring war scares that 
could change everything, it seems that home-own- 
ing loans are to get easier. Non-veterans and buy- 
ers who want higher-priced homes are due to get 
some loaning benefits of the drift to relaxed financ- 
ing. New houses are not coming down in price; due 
to higher prices for some building materials and 
to higher wages. But there will be easy loans. 


TAX RELIEF: The N. Y. Herald Tribune quotes 
Cotton Northup of the NRLDA as saying that re- 
duced taxes would aid the building industry much 
more than the subsidies involved in guaranteed 
loans. Reduced taxes would make it possible for 
builders to mechanize their work and to accumu- 
late needed materials inventories. The drain of tax- 
ation makes it pretty hard for these men to lay 
aside the money needed for them to keep up with 
the swift trend to mechanization. 

BUILDING COSTS: The rise in these costs is 
still with us; and, not to put too fine a point on it, 
a lot of experts in the industry are saying under 
the rose that except for easy loans these costs 
would knock the star-spangled hootus out of the 
building boom. However, a good many say that 
costs will have a chance to level off, if buyers don't 
go completely nuts. 

CURRENT FEARS: First, premium wage rates 
which largely disappeared a year or so ago. But 
they're being reported here and there. Second, 
gray markets, sometimes based upon panic buying 
stimulated by groundless rumors of Federal stock- 
piling of lumber, vasi exporis of fir, and public 
housing projects not yet started. Third, another 
wage demand, clear across the industrial board. 
Possibly one of the biggest demands yet made. 

CURRENT HOPES: First of course is interna- 
tional peace; which would take a lot of the itch and 
ague out of domestic markets. Second, the gen- 
billions, in their pistol pockets. Third, the much 
eral holding of private income at relatively high 
levels; which means more than totals in billions 
Markets are people with modest dollars, not with 
touted economic legislation. 
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Effective retailing is the sale of the output 
of production into ultimate consumption or use 
—at a net profit! 

The whole job of retailing in the American 
Economy is to sell an ever-expanding volume 
into consumption in order to put to work in 
productive jobs the employable annual increase 
in our population. 

The whole job of retailing in the light con- 
struction industry is to measure up to the chal- 
lenge of the unlimited potential provided by 
the light construction market. 

The whole job of the light construction re- 
tailers in a local trading area is to sell the max- 
imum-consumer volume obtainable at a satis- 
factory net profit. 

The whole job of the individual retailer in 
the light construction industry is conservatively 
but consistently to expand his company’s sales 
with relation to the industry’s current produc- 
tion output—within the limits of practical and 
profitable operation. Essentially those jobs are 
all a problem in creative sales management! 

We have seen** that the perpetuation of the 
competitive enterprise system and our way of 
life is dependent on sustaining and expanding 
productive employment through the sale into 
consumption and use of the full output of such 
expanding employment. 

Retailing is seen to be the Dynamic element 
in the American economy. 

This dynamic element must be activated in 
the light construction industry by creative retail 
sales management and retail selling. 

Only an established retail merchant can meet 
the requirements of creative selling and sales 
management such as: 

Retail advertising and sales promotion 

Adequate display and store facilities 

Sufficient numbers of retail salesmen 

Motivation and training of salesmen 

Supervision of salesmen 


Salesmen available to the retail merchant 
include the contractors, application building 
tradesmen and mechanics who are not on his 
*This is the fourth in a series of four editorials designed to 
orient the Lumber and Building Products Merchant in the 
American Economy and in the Building Industry. 


**In three previous editorials in this series. 
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| Retailing is a problem in sales management 


pay roll, as well as his employed light construc- 
tion salesmen. For effective operation, non- 
pay-roll selling factors need direction, organi- 
zation, motivation, training and supervision in 
creative selling as do the salesmen directly 
employed by the dealer. 


The greater part of this job of organized re- 
tail sales management has yet to be done. If 
the retailer will lead, the whole industry stands 
ready to move in with funds, tools and person- 
nel to back him up! 


Undoubtedly, the need to save the American 
way, to meet the challenge of an unlimited 
market potential, and to implement, through 
retail selling, an ever-rising standard of living, 
will generate action among some dealers who 
have watched the headlong trend to socialism. 

But, realistically, the rank and file of dealers 
may be expected to act aggressively in self 
interest and self preservation only under the 
spur of necessity. 

Is the underlying condition in lumber and 
building products retailing such as to provide 
the spur of necessity to dealers’ organization 
of creative retail sales management? 

We believe that two basic conditions are so 
serious today that the time is not far off when 
dealers will generally recognize the need for 
dynamic action. 

These two widely prevalent conditions chal- 
lenge the alert dealer: 

1) The fact that as much as 50% of lumber 
and building materials production today is by- 
passing the established lumber and _ building 
products dealer in distribution. 

2) The inability of many dealers to get a 
competitive markup on sales of material lists 
to contractors that will provide them a net 
profit. 

As thousands of dealers who are using its 
services know, the AMERICAN LUMBERMAN, with 
a record of 78 years of service to the retail 
lumber dealer, is prepared to implement, in the 
publishing area, Creative Retail Sales Manage- 
ment in the light construction industry— 
whenever dealers are ready to go! 


peut Food 


Editor 
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From Experience In Their Own Homes—Leading 


Lumber Dealers Praise UPSON PAN ELS 


FRED H. LUDWIG, Reading, Pa. 





“The reason I used Upson 
Kuver-Krak Panels in the 
living room and library of 
my residence was brought 
about by the great diffi- 
culty I had with the 
plaster cracking. I am glad 
to report that these panels 
have been extremely satis- 
factory and have added 
beauty and charm to our 
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G. E. CARTER, Port Arthur, Texas 


“Several years ago, I ap- 
plied Upson Panels to the 
walls and ceilings of my 
home. Today, they look 
just as good as when they 
were first applied. I don’t 
think they will ever need 
repairing beyond an occa- 
sional coat of paint.” 


Everywhere, more and more lumber dealers 
are selling more and more Upson Panels— 
for re-covering unsightly and unsafe cracked 
ceilings—for building better homes with 
permanently crackproof walls and ceilings. 
Get the story now— 


mail this coupon today 


Upson Panels are easily identified by the 


famous blue-center 


PANELS 


BOB GEISY, Columbus, Ohio 


“We put Upson Strong- 
Bilt Panels in our new 
home, built in 1941. We 
never expect to have any 
repair work of any de- 
scription on them. As a 
matter of fact, they have 
never been repainted. Visi- 
tors often comment about 
the beauty of our paneled 
ceilings.” 


O. C. CALDWELL, Lisbon, Ohio 


“‘We chose Upson Strong- 
Bilt Panels for the interior 
walls of our home because 
their surface has a rich and 
delicate quality; one that 
lends itself well to decora- 
tion. We are well pleased 
with our Upson walls and 
beautiful ceilings and 
recommend their use to 
everyone desiring artistic 
interiors.” 





THE UPSON COMPANY 
447 Upson Point, Lockport, New York 
I am interested in knowing more about Upson Strong-Bilt Panels. 
Have your Territory Representative call on me. 


NAME ; 





NAME OF FIRM 





STREET 





CITY STATE 
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PUSH PAINT FOR PROFITS 


Cover photos courtesy 
Sherwin-Williams Co. 


Lumber dealers’ paint sales rising -- 
Gut the market 02 still tremendous 











Courtesy National Paint, Varnish & Lacquer Assn., Inc. 


HE IMPORTANCE of the 
paint market to the*retail 
lumber dealer cannot be overesti- 
mated. There is no question but 
what thousands of dealers are sell- 
ing this tremendous market aggres- 
sively. 

Current statistics from the De- 
partment of Commerce show that 
paint sales by retail lumber dealers 
for the first quarter of 1950 were 
12% ahead of the first quarter in 
1949; March sales compared with 
sales in February 1949 were up 
29%; March paint sales were 18% 
ahead of the same month a year 
ago. 

Government figures prove that 
the retail lumber dealer is the only 
retail outlet that has shown a gain 
in paint sales this year. Paint sales 
by paint stores were off 7% in the 
first quarter of 1950 and hardware 
stores were off 5%. 

The market for paint increases 
with every house built—a single 
market that will top two million 
liouses in two years by the end of 
1950. In addition to residential 
building, older houses are con- 
siantly in need of maintenance 
paint. Repair and remodeling jobs 
~-another great paint market—are 
aiways under way. The farm mar- 
ket for paint is a terrific market in 
itself. The smaller the town, the 
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higher per family consumption of 
paint, according to a survey made 
by PATHFINDER. This survey shows 
that 67% of all the dollars spent by 
consumers for paint and varnish 
were spent by the small city and 
farm customers. The average per 
family paint purchage in places un- 
der 25,000 and on fa#ms is $16.73. 

One good reason why most deal- 
ers are promoting paint more than 
ever before is that the profit from 
this single product is better than 
average. According to a survey 
made by the Mountain States Lum- 
ber Dealers Association among 84 
of its members, 38 dealers said 
their paint department ranked bet- 
ter than average; nine dealers 
ranked their paint department 
“best of all.” A report from seven 
yards stated that the gross margin 
on paint and accessories was almost 
25% greater than on building ma- 
terials and hardware. 

Paint sales are primarily con- 
sumer sales. Paint is an item that 
is good for year-round promotion. 
It is an item that meets with little 
price resistance. It is an item 
which, if properly promoted, will 
bring an increasing number of 
women into your store. Women 
like to paint and a direct appeal to 
them in your advertising will 
stimulate sales. 


In addition to the big sales re- 
sulting from the sale of paint, the 
dozens of paint accessories listed 
on this page offer an excellent op- 
portunity for greater profits. Com- 
pare this list with the paint ac- 
cessories you are now stocking; 
then study your paint display and 
promotion program with the many 
dealers whose successful case his- 
tories are related in the following 
pages. 

Why not join these dealers in a 
year-round campaign to PUSH 
PAINT FOR PROFIT! 


Check List 


paint brushes 
paint brush cleaner 
shellac 

linseed oil 
turpentine 

paint drier 

paint remover 

wall size 

sealing tape 

wax 

spackling putty 
patching plaster 
putty 

glazing compound 
) lacquer thinner 
household hydrated lime 
glue 

step ladders 
extension planks 
= wood putty 
sandpaper 

wood filler 

varnish 


) 
) 
) 
) 
) stains 
) 
) 
) 
) 
) 








scrapers 
white lead 
putty knives 
paint spray guns 
paint rollers 
) thinner 
) decals 
) wire brush 
) blow torch 
) gloves 
) overalls and caps 
) masking tape 
) paint paddles 
) drop cloths 
) protective hand cream 
) steel wool 
) caulking compourd, gun grade 
) caulking guns 
) paint strainers 
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MASSED DISPLAY is favored by many but misused rather fre- 
quently. Reason for massed displays is to create sales power. 
That means entire display must be kept complete, neat and 
clean. Too many dealers sell from display stock—then neglect 
to fill in bare spots. The above display at Paul Bunyan Lumber 
Company, Brainerd, Minn., illustrates how a massed wall dis- 
play should be kept to maintain its effectiveness. 


THIS DISPLAY at Osterhage Lumber Company in Vincennes, 
Ind., combines ease of care with neatness and attractiveness. 
Individual cans highlighted on small shelves direct attention to 
national brand name—stress idea of quality in viewer’s mind. 
Stock is kept in small closets behind panels and replenished 
from additional stock in warehouse. Stock is available for sale 
but showroom is kept from becoming a warehouse. 


These tested dealer ideas 


Me Eg Oe ae 
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OSTERHAGE LUMBER COMPANY in ce Ind. uses 
three simple but effective dealer displays to remind window 
shoppers of their paint needs. This is an excellent idea at times 
when most of the window space is being used to display other 
products. 


AINTS, long familiar on the lumber dealer’s 

shelves, have in recent years jumped to the fore- 
front both volume-wise and profit-wise. Smart, pro- 
gressive merchandising, primarily instigated by paint 
manufacturers, has been largely responsible for the 
vastly increased importance of paints in the dealer’s 
sales picture. 

Let’s take a look at some typical dealers around the 
country to learn how they use manufacturers’ promo- 
tion, advertising and selling ammunition to create 
high volume, profitable paint business. 

Number one factor mentioned by successful paint 
dealers is having trained men behind the sales coun- 
ter ... and men who are well known to professional 
painters in the trading area. The man who can give 
sound advice to professional and amateur alike, on 
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O AND S LUMBER COMPANY in Wisconsin illustrates how a 
small store with limited window area can have attractive, atten- 
tion-getting display. Display is kept simple, direct and _ bal- 
anced. Unless trained display man is available fancy windows 
are better left untried. 


any paint subject from mixing colors to breaking in a 
brush, is a pretty good guarantee of a growing and 
profitable paint department. 

Joe Campbell of the Madison County Lumber Com- 
pany, Anderson, Ind., gives high credit to his paint 
department manager, who was previously a paint con- 
tractor, and who now uses his knowledge of paints and 
painters as sales ammunition. Paint sales jumped 10 
times his first year with Campbell, and have redoubled 
many times since. Today the paint department is an 
important and profitable part of Campbell’s business. 
Knowing your product has been the big reason. 
NATIONAL BRANDS 

Almost without exception, lumber dealers who do a 
big business in paints back national brands. They 
point out that customers are in part pre-sold by con- 
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IT’S BEEN REPEATED so often it sounds like old hat: display 
brushes and sundries near the paint display. But some dealers 
still aren’t doing it. And some dealers who do, then let the 
display disintegrate until it is no longer producing a selling 
job. Unless a full time display man is employed, this type of 
permanent display is best. And even it has to be cleaned and 
re-arranged regularly. 


sell paint 
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THIS DISPLAY at the Peoples Coal and Lumber Company, 
Watseca, Ill., shows how selling punch can be packed into a 
window when space is available to do complete job. Notice 
that display is set up opposite interior paint displays. Window 
has good pulling power. 


sumer advertising. Hence more of the selling time can 
be devoted to helping the customer with his painting 
problems—and this kind of selling builds sound cus- 
tomer relations. 

Also the companies with national brands tend to 
have more comprehensive dealer helps. 
QUALITY PRODUCTS 

At Pinellas Lumber Company in St. Petersburg, 
Fia., or American Coal and Supply Company in Fort 
Wayne, Ind., you hear the same story. Quality of 
product is a big factor in building a successful paint 
devartment. Dealers doing a big business in paints 
sa. it’s easier to sell quality. Dealers who carry paint 
as an accommodation say paints sell themselves if the 
quality is good. 

a either case the salesman should take full advan- 
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THIS NEW LUMBER STORE in Fort Wayne, Ind., gives paint 
high ranking in preferred floor space—just to the left of the 
entrance and just inside large window. Notice massed-wall 
display and manufacturer’s colorful sign. Paint, paint sundries 
and allied items are displayed on and around the sales counter. 
A store like this, plus advertising and promotion, mean many 
consumer sales. 


Successful paint merchandisers list eight steps 
that lead to paint profits and bigger volume 
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PROMOTIONS are an important part of selling paints. Clean- 
up, paint-up weeks and carnivals of color make community 
paint conscious. Joe Campbell, right, of the Madison County 
Lumber Company, Anderson, Ind., gives much credit for big 
paint sales to his department manager, left. 


tage of his product’s quality by being able to explain 
how it makes painting easier and saves the customer 
money in the end. Inability or failure to do this job 
is perhaps the biggest reason some dealers are not 
getting the most out of their paint departments. 
COMPLETE STOCKS 

King Lumber Company at Grand Rapids, Minn., has 
built a phenomenally successful paint department. The 
company has a good paint man, a national brand of 
high quality, and good advertising and promotion, but 
Frank King, Jr., says “Complete stock is che secret of 
success in selling paints. The professional painter 
and amateur dabbler both know they can always get 
exactly what they want and need in the way of paints 
and paint sundries at King’s.” 

It should be pointed out that the definition of a 
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| Fence advertising has two aims: 
(1) to convince farmers of the superior value of 
American Fence (2) to get them to come to the 
dealer’s store. 

This year our campaign is bigger than ever , , 
with total advertising impressions reaching the j Typical American Fence customer, 
sum of 59,750,000. Leading farm magazines 4 cove, “Ainsines Poems Soaaed eee ae 
carrying the campaign include Country Gentle-_ - ae. farm into a money maker. We've found 
man, Successful Farming, Capper’s Farmer, oN : pong ad ge mh gg Be ie pays 
Hoard’s Dairyman and many state farm papers. == ae S Pneee We See See 

In addition to strong national advertising, 
our dealers get plenty of direct-mail litera- 
ture, catalogs and “‘give-away”’ manuals to help 
promote sales. If you use local radio, we'll 
gladly send you strong-selling fence commercials 
to use on your program. 

If you are not now handling U-S’S American 
Fence, Barbed Wire, Poultry Netting, and other 
U-S’S Products, write to the American Steel 
and Wire Company, 408 Rockefeller Building, 

Cleveland 13, Ohio. Farmers buy more Amer- 
ican Fence than any other brand . . . and you 
might as well profit from this popularity. 

















AMERICAN STEEL & WIRE COMPANY, GENERAL OFFICES: CLEVELAND, OHIO - COLUMBIA STEEL COMPANY, SAN FRANCISCO 
TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM ° UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


Theres mote AMERICAN FENCE tn woe Can any her trand, 


AMERICAN FENCE 


7 NAT EO. 
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TRUCK EQUIPPED to spray paint for customers, illustrates 
one of many services that help build big paint sales. Truck 
shown here belongs to Lyon Lumber Company, Pleasant Lake, 
Ind. Another sales-building truck service is the pick-up that 
runs out small orders to consumers—within an hour or two 
after order is called in. Such service is important in building 
sales with home owners and housewives. 


complete stock varies with the size of yard and its 
location. A city yard will naturally have a wider 
range of stock. But big or small, city or country, the 
important thing is to always have in stock a supply 
of those paints your customers want to buy. Nothing 
drives a customer elsewhere more surely than being 
told “‘we’re out’ of a stock item. 


MANUFACTURERS’ AIDS 


Most manufacturers have really rung the bell when 
it comes to supplying their dealers with display and 
advertising aids. A study of the photos of dealers’ 
stores in this issue shows the endless variety of pleas- 
ing effects that can be obtained. Either islands or 
massed wall displays of paint on shelves, coupled with 
color bars, banners, and cut-out, life-sized figures can 
be used to make a fresh and original display. 

As readily seen in the photos, these display aids are 
adaptable to any size business and any size display 
window. 

Another advantage of manufacturer’s aids in the 
paint field is the coordination of displays, advertising 
mats, envelope stuffers, and national consumer adver- 
tising. All these elements when tied together and 
used properly at the dealer level mean more and 
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AMERICAN i COCHRANE STS. 
COAL & SUPPLY CO. Ee ance 
Thrift Center 


“THE DEPARTMENT STORE 
FOR BUILDERS” 


Everything for Building . . . for the Home . 
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. At Prices You Can ifford to Pay! 


Shop in Air-Conditioned Comfort! 


NOW! Get Your Cottage Ready... 


The lake season is here! Take advantage of ~ 

our low +++ paint, repair, modernize, SPECIAL! 
build ... whatever you need, we can | PICNIC se | 4" 

help you. Get all set now for an enjoy- | TABLES 

able summer. 
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fF \INT AND PAINT SUNDRIES should be given large space ~ 


a ‘vertising at specific times and tied to paint-up, clean-up cam- 
igns. But they should not be entirely neglected in between 
tines. In fact they should constantly be called to the buyer’s 
aitention. This ad from the American Coal and Supply Com- 
p ny in Fort Wayne is an excellent example of tying a paint 
r minder into a general ad. 
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HERE IS AN EXAMPLE of an effective window created by a 
manufacturer to show how to make attention-getting displays. 
Word “Nylon” in connection with brushes is played up because 
women have faith in it. Brushes are hung on invisible wire. 
Nearly every dealer can create a window similar to this one. 





profitable sales. Every dealer mentioned on these 
pages has proved the point. 
TIE-IN SALES 

Successful paint dealers point out two reasons for 
selling paint sundries and other allied items along 
with the paint—and conversely selling paint along 
with numerous materials that require painting. 

First, more sales are rung up. The additional vol- 
ume is profitable business. Second, the customer will 
more likely be satisfied if he leaves your store with 
all the materials he needs to do a complete and proper 
job. 

Such selling requires sales training on the part of 
management. And further, management needs to 
check constantly to keep salesmen on their toes. Prod- 
uct knowledge must be complete and up-to-date. Cus- 


tomers are going to ask many “why’s” about buying ~ 


extra material. Properly answered, such questions 
can be turned into sales. 


ADVERTISING 

Paints—especially the national brands where con- 
sumer advertising stresses quality—often lend them- 
selves to price ads at the dealer level. It is more 
effective to highlight price on one kind of paint, e.g., 
barn paint, or a particular grade of paint (see the 
reproduced ad). When put in an ad including items 
that require painting, the drawing power is usually 
strong. 

Paint should be advertised steadily in the spring 
and fall, but don’t neglect it completely during the 
rest of the year. Keep paints in your ad throughout 
the year on a reminder basis to maintain your repu- 
tation as paint headquarters. - 

There are numerous special promotions that can be 
used’'to promote more paint sales. Included are clean- 
up weeks, sale of unpainted furniture with paint and 
brush to match, series of meetings for women to ex- 
plain decorating principles, carnivals of color, and so 
forth. At least two such promotions a year should be 
held to make as much of the community as possible 
aware of your paint department and sérvices. 
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Every woman is a 


good paint prospect 





EVERY WOMAN is a paint prospect. 


Salesman Byron Williams (above) is 


about to make another sale. 
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The reason we promote paints 
is that every woman in our town 
of 12,000 is a prospect for paint,” 
says Frank Tutt, general manager 
of the Prescott Lumber Co., 
Prescott, Ariz. 

“It’s the woman who urges her 
man to remodel their home. That’s 
why we want as many women in 
our store as possible. When they 
become sold on a new idea for their 
home or a new color scheme, they 
go to work on their husbands. She 
may want paint for a kitchen chair, 
or she may want to repaint one 
room or the whole house.” 

Paint was given more than or- 
dinary display space when the 
firm’s quarters were remodeled two 
years ago. At the same time, the 
exterior of the store was given 
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SUPER - MARKET 
paint displays, 
right, are impres- 
sive. Six gondolas 
and one wall dis- 
play, all neatly 
stacked, attract 
plenty of attention. 
Manager Jim Lewis 
is checking replace- 
ment needs. 


eye-appeal to encourage women 
shoppers. The overall result is that 
the store’s paint sales are at an 
all-time high. Paint sales account 
for 50% of all non-lumber sales. 

One reason why Manager Jim 
Lewis is enthusiastic over paint is 
the year-round sales potential; an- 
other reason is that paint is a prod- 
uct that every householder will buy 
at one time or another. Periodic 
checks in the Prescott store dis- 
close that daily paint sales average 
more than 30 gallons. Nearly all 
these sales are to consumers, only 
1% to contractors. 

“We love these small sales,” 
added Manager Lewis. “Every time 
a woman buys a gallon of paint, she 
is a good prospect for building 
material or a remodeling job.” He 
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WOMEN ARE ATTRACTED to the Pres. 
cott Lumber Co. by the pleasing exterior 
effected when the store was remodeled, 


Prescott (Ariz.) Lumber Co. aims 
its sales appeal to the distaff side 
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devotes a total of 400 linear feet 
to paint displays. This includes six 
gondolas and 25 feet of wall dis- 
play space. The six three-tier 
gondola displays are departmental- 
ized individually as follows: stains, 
varnish, deck and floor paint, 
enamel, glue and cleaner, texture 
paints. Displays are arranged in 
quantities of pints, quarts and gal- 
lons of the same color in one area. 
Best selling lines like semi-gloss, 
outside white and flat wall paint, 
are displayed on wall shelves. This 
pulls traffic through gondolas and 
ereates impulse sales from floor 
stock. 

Paint is also a major line in the 
firm’s other Arizona yards in Flag- 
staff, Kingman, Williams and Co*- 
tonwood. 
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MORE 
AND 
MORE 
BUILDERS 
FIND 


THEY 
CAN MAKE 
THEIR HOMES 
EASIER 
TO SELL 














WITH CREO-DIPT 
DOUBLE WALL aephiyi 


ON THEIR SIDEWALLS 


Cash in on the trend among builders to make 
their homes more beautiful, more saleable. 
They're doing it by using CREO-DIPT Genuine 
Red Cedar Double Wall Zephyrs...exclusively 


or in combination with other sidewall materials. 


EASY TO STOCK AND HANDLE 
CREO-DIPT Zephyr shakes, insulation board 


and nails are packaged in sturdy cartons to as- 
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sure maximum product protection. They're easy 


to stock, easy to handle in your warehouse. 


EASY TO OBTAIN 


CREO-DIPT Distributors maintain well-stocked 
warehouses. Act now and get CREO-DIPT 
Double Wall Zephyr profits coming your way. 
Mail the coupon TODAY. 











FO i ee RS el 

| CREO-DIPT CO., INC.—Dept. AL-70 

| North Tonawanda, New York 

| Please send me name of nearest CREO-DIPT 
distributor. 

| 

| NAME 

| FIRM 

| 

| CITY ZONE STATE 

ee ee ee ee 














Make every month 


a good 


UST because he doesn’t take 

paint sales for granted, Clar- 
ence G. Fisher, president of the 
Main Lumber and Plywood Co., 
Elkhart, Ind., is building a steadily 
increasing volume in this impor- 
tant department. 


First, Mr. Fisher looks on paint 
as the logical product to open new 
accounts and to build store traffic. 
That is why paint is featured in 
nearly every one of his weekly dis- 
play ads in the ELKHART TRUTH. 
These ads are not canned stuff sent 
out by the manufacturer, although 
Mr. Fisher does make full use of 
all the sales aids he can get. 


Without exception, every display 
ad includes eye-catching copy, fre- 
quently a series of cartoon char- 
acters with a selling message. The 
ad invariably dominates the page 
on which it appears and the page 
opposite. 


Here are some sample paint 
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PUSH PAINT FOR PROFITS 


PAINT MONTH 


Strong year-round newspaper advertising program 
plus active store demonstrations have zoomed paint 
sales for this promotion-conscious Indiana dealer 
























































headlines which meet the reader’s 
eye: 
Painting This Week End? 


Having Paint Troubles—Call the 
Lumber No. 15 


Home Show — Colorist to Help 
With Decoration Problems 


Paint Furniture 


These headlines lead into selling 
copy. Special paint demonstrations 
and le sales are part of the overall 
promotion program that have 
helped increase paint sales from 
$1,900 when Mr. Fisher took over 
the firm three years ago to more 
than $12,000 last year. Approxi- 
mately 2% of the firm’s total sales 
are ploughed back into advertising. 
Mr. Fisher is a great believer in 
newspaper advertising and spends 
most of his appropriation in this 
field. The cumulative effect of con- 
sistent newspaper advertising can- 
not be overestimated, Mr. Fisher 
reports. Too many dealers, he be- 
lieves, expect immediate results. 


SHELF DISPLAY (see photos at left) 
catches customer’s eye upon entering th 
store. Major paint exhibit is up four 
steps into the large display room. Note 
panel of brushes which is an automatic 
customer reminder. 


MAJOR REMODELING JOB is being 
done in this house by the owner who 
came to Main Lumber & Plywood Co. to 
buy a can of paint. This order for build- 
ing materials has included over $1,200 
worth of casement windows. 



















CLARENCE G. FISHER, president of 
Main Lumber & Plywood Co., right, and 
Frank Beaty, manager of the paint de- 
partment, who is looking over a color 
style book, one of many helpful selling 
aids furnished by the manufacturer. Paint 
islands carry a representative inventory. 
Note neat display of manufacturers’ con- 
sumer literature. 


Paint is the first product that 
meets the customer’s eye when he 
enters the Main Lumber and Ply- 
wood Company’s .newly-remodeled 
store. One salesman, the head of 
the paint department, has his desk 
just inside the main entrance. Two 
steps up and the customer is in the 
new display room, where paint 
islands and shelves line almost the 
entire side of the store. Brushes 
and paint accessories are included 
in this substantial display. 

To make every month a good 
paint month is the goal of the Main 
Lumber and Plywood Co. The paint 
goal for this year is $15,000. Big 
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Paint Promotion Pays Off 

SALES 1950 

March LOR oe. $ 801.46 

April _. 1,558.00 

May . 2,465.00 
SALES 1949 

ER ee Terry _.$ 579.00 

April 1,461.00 

Sere rerre 1,699.00 


paint months are March, April and 
May, but a determined effort is be- 
ing made to pull up paint sales in 
off months. In June, for example, 
strong promotion was given outside 
porch and boat paints; outside 
paints will be featured this month, 
August and early September, then 
inside paints. The immediate sales 
goal is $1,000 per month for off 
months. 

Paint is one item that most home 
owners will need at some time. 
Since the first big hurdle to a sale 
is to get the customer into the 
store, paint is often used as the 
bait by Main Lumber and Plywood 
Co. One display ad which brought 
in many consumer customers was 
headed: 1e Buys a Gallon of Tur- 
pentine With Purchase of 1 Gallon 
or More BPS Paint. 

Of course many companion items 
and products outside the paint de- 


NEWSPAPER DISPLAY ADVERTISING is 
used consistently to promote paint. Here are 
some sample ads showing the wide variety of 


appeal directed to the paint prospect. 


partment were sold as the result 
of this special. One major remodel- 
ing job in Elkhart, including 
$1,000 worth of casement windows, 
is under way as the result of one 
customer who came to the store for 
a gallon of paint, saw a window 
he liked and started a two-year re- 
modeling program which is still 
under way. Here, again, the effect 
of cumulative advertising paid off. 

“We feel that if we can once get 
customers into the store by paint 
merchandising, we can create a de- 
sire for other products,” declared 
Mr. Fisher. 

A perpetual paint inventory is 
maintained by a daily check-off of 
sales tickets. This has enabled the 
firm to keep its regular paint in- 
ventory below the $3,000 mark and 





ONE COAT COVERS 
* 

NO BRUSH MARKS 
* 


DRY IN 4 HOURS 
* 


YB BEAUTIFUL GLOSS 


FINISH 
GLOSFAST 


DECORATIVE ENAMEL $1.97 
MANY SMART GAY COLORS ex avani 








to determine which are the fast 
and which are the slow-moving 
items. 








Paint and 
Repair Porches 


BPS Florlux 


$1.65 Of. 











EYE-CATCHING spots like this one are 
often used by Fisher in his big display 


I 


CENT BUYS A 
| GALLON OF 
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Come to the STARTLING 







DEMONSTRATION 


BPS COLOR EXPERT 
to show you the 
mony advantages of 
BPS FLATLUX 


Made with OIL—Not a Water Paint 


One Coat Covers Wallpaper and other Interior Surfaces 
Easy to Apply « Quick to Dry « No Disagreeable Odor 
Use the Room Same Day « Covers Water-Thinned Paints 


NOT A FAD~FLATLUX is a thoroughly tested 
OIL PAINT that can be repainted at any time 


-15- 











T's NEW ac \ AT OUR STORE valuable Information — FREE! 
T's SENSATION ON THE 
oS a RY as erg | DEMONSTRATION DATE 
. E ; 7 I (SHOWN BELOW) 
p™ j there will be a 


Let That Outside Wall 
Breathe 


Causing the Trouble 





Demonstration Date—Soon—May 8 and 9. 





(Formerly Dally Lumber Co.) 
816 S. Main St. 


Main Lumber & Plywood Co. 


816 S. Main St. 





Phone 15 





—s 
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HAVING PAINT TROUBLES 
Call the Lumber Number 


Illinois University Bulletin F-6-2 
Issued by Small Homes Council 
Gives Every Home Owner In- 


Sealed in Vapor Condenses, 





Phone 15 


TURPENTINE 


With A Purchase 
of One Gallon or More 


BPS 


Paints at Our 
Paint Demonstration 


Thursday, Friday 
and Saturday 








25 a ~ 


-s ad .. Strip, 
BPS Outside, In 5’s, $5.35 ‘ 
- = 






Having Paint Problems? 


See Cy Wade, Factory Representative. 
He Will Be Here All Three Days. 





ee Ee 
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PUSH PAINT FOR PROFITS 








ATTRACTIVE WINDOW DISPLAY OF 
unpainted furniture is featured by the 
Lewis Lumber Co., Asbury Park, N. J. 
Items shown include bookcases, chest of 
drawers, telephone desk, magazine rack 
and chairs. 


Every paint customer fur- 
nishes another opportunity 
for a tie-in sale for these pro- 
fitable specialty products. 


Unfinished furniture proves strong 


item for year-round promotion 


Modernize Any Room In Your Home 


Quickly... Beautifully... Economically... 


with Unpainted — Correlated Functional Furniture 
Aristo-Built Furniture In Open Stock... Buy Like China or Silver! 


4) ome) ee | 


























Wall Bookcase Grouping (Height 36”) 
Junior Under Window Bookcases (Height 23”) 

Made of clear selected Ponderosa pine— 
built solidly, sturdily, IT COSTS YOU LESS 
than any finished furniture of equal quali- 
ty because it comes to you UNPAINTED. 
Stain it, shellac it, wax it, paint it... make 
it any color, any effect. All pieces MATCH 
—— and MIX perfectly... . buy as many pieces 
Cabinet Een eS Caner ins 28 yOu wish .. . add to them any time to 
Arrangement fit changing conditions. 












o of oO 
° 
o.6hC(lU« 








5 Mr. and Mrs. Twin 
Chest Credenza Chifferobe Chest Ensemble 


LEWIS LUMBER CO. 


Store Hours: Weekdays 7:50 A. M. to 5:30 P. M—Saturdays 7:50 A. M. to 12:30 P. M. 


123 Main St., Asbury Park 525 Brighton Ave., Spring Lake 
e Phone A. P. 2-0651 . Phone S. L. 3-1800 


Ample Parking Facilities at Both Stores 








UNFINISHED FURNITURE is given major newspaper display 
space by Lewis Lumber Co. 
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NFINISHED FURNITURE is one of several 

major sales items that should be suggested by 
the salesman in writing up a paint order for the home 
owner. An increasing number of building. materials 
dealers are selling unfinished furniture because it is 
one more good traffic item that interests women shop- 
pers. Probably more women than men do odd paint 
jobs about the house. 


Dealers stocking unfinished furniture have found it 
to be an excellent item for year-round promotion. 
Many people like to receive unpainted bookcases, 
phonograph record cabinets and similar pieces of fur- 
niture for gifts, finishing them to suit themselves. Un- 
painted furniture should be given especially strong 
promotion prior to Christmas. It is also an excellent 
item for summer promotion when many people vaca- 
tion at home and like to add a piece of functional 
furniture to some room in their house. 

Frank J. Lynford, president, Dumont Coal & Lum- 
ber Co., Dumont, N. J., has found that corner cabinets, 
vanity tables and bookcases are the fastest sellers in 
his unfinished furniture line. The firm’s direct mail 
pieces feature the unpainted furniture department. 
The Lewis Lumber Co. at Asbury Park, N. J., has dis- 
covered that chests of drawers, vanity cases and book- 
cases sell especially well. Unpainted bar stools are an- 
other strong item. Lewis Lumber Co. not only uses 
newspaper display advertising to promote its line, but 
has used window displays effectively. : 

Although these items naturally sell themselves, they 
are responsible for the sale of many companion items 
like paint, wax, shellac, paint brushes, stains and tur- 
pentine. Unpainted furniture is one of the easiest 
items to merchandise, since many home owners not 
only like to paint, but are moved to buy by the econ- 
omy motive—do-it-yourself-and-save-money. 
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SHOPPERS in Hill-Behan’s North Side Chicago store are at- 
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tracted to the unfinished furniture department by this bold sign. 


How to Finish Unpainted Furniture 


Here are a few simple but all-important rules 
for finishing unpainted furniture 








Fill holes with plas- 
tic patch or putty. 
First, sand _ thor- 
oughly with medi- 
um paper, then 
with fine paper. 
Wipe off dust. 





‘or natural finish 
ipply one or two 
oats of varnish. 
“or a stain and var- 
lish finish, apply 
il stain followed 
y varnish. 














Unfinished 
ture will take a 
variety of finishes, 
full gloss or satin 
gloss, stain or var- 
nish. 


furni- 











After first coat 
dries, give entire 
surface a light sand- 
ing and wipe clean. 
Apply finish coat 
with even strokes 
in the direction of 
the grain. 








For a waxed finish, 
follow varnishing 
instruction, then 
apply two coats of 
paste wax, polish- 
ing between coats. 











To refinish re- 
painted furniture: 


clean, touch up 
spots and apply 
coat of enamel. 


Same directions for 
waxed or varnished 
surfaces. 








Sketches courtesy Sherwin-Williams Co. 
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MAY WE SERVE YOU... 
OPEN ALL DAY SATURDAY 


To Supply Your Needs in 
Lumber - Masons’ & Roofing Materials - Paints 


A COMPLETE LINE OF WALLPAPERS 


You will be interested in our new 
UNPAINTED FURNITURE DEPARTMENT 


DUMONT COAL & LUMBER, INC. 
51 W. Quackenbush Ave. Dumont, N. J. 
Dumont 4-0900 Dumont 4-5430 




















POST CARD mailing sent out by Dumont (N. J.) Coal & 
Lumber Co., Inc., features unpainted furniture. 





HAVE FUN PAINTING THIS FURNITURE YOURSELF! 





6° 11 95 11°° 85 6*° 
LB 732 LB734 B735, LB733 LB 731 


You can produce attractive results with a can of 
paint, a brush and some of this ready-to-paint Long- 
Bell furniture. It’s fun ... it’s easy and econom- 
ical to be your own decorator, with these pieces. 


CORNER CORNER 
CABINET CABINET 

with Glass Doors 
ae SS Se 


7’ 2” tall; 35’ 
wide. Satiny 
smooth surface 


49% 


354%" high; 36” 
wide; 16” deep. 
Combine with L-B 
912:for an attrac- 
95 tive, massive chest 
to use for storage. 


7’ 2” wh; 36” 
wide; smooth 
surface, ready 
for you to 
paint. 





3544" high; 28” wide; 
16” deep, modern design; 
the drawers are inter- 
changeable. Paint it to 
match other furnishings. 


DISPLAY ADS are used by Long-Bell to feature its wide line 
of unpainted furniture. 
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PUSH PAINT FOR PROFITS 


THE MIRACLE WALL Pimege 








MANUFACTURERS’ SALES AIDS are used wherever possible yard. 
inside and outside the store of Higginbotham’s Stephenville 


Stephenville, Tex. 
(Pop. 10,000) 


T O T. R. MOORE, manager of 
the Higginbotham Bros. & 
Co. yard in Stephenville, Tex., 
there is nothing mysterious about 
high volume paint sales. This bus- 
tling county seat town of 10,000 
population, 60 miles southwest of 
Ft. Worth, buys almost $1.50 worth 
of paint per capita at the Higgin- 
botham building materials store. 
The way Mr. Moore does this is 
the way any good building mate- 
rials dealer can merchandise paint. 
First of all, you can’t help but 
notice all the manufacturers’ point- 
of-sale aids that are being used in 
this downtown store. These are 
visible before you enter the store. 
There is the manufacturers’ metal 
sign trademark hanging near the 
store entrance. One window is filled 
with smart, attractive displays of 
paint products and accessories; 
these are dramatized by the use 
of window posters and placards. 
Inside the store, the use of a 
wide variety of manufacturers’ 
sales aids is immediately notice- 
able. These range from color 
charts, especially for the home 
decorator, to a variety of manu- 
facturers’ literature containing 
dozens of helpful painting hints for 
the home owner. Several islands 
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Counter customers face these paint streamers. 
T. R. Moore, above, makes another paint sale. 


Manager 


Dealers paint sales average 


$1.50 per capita 





‘paperhangers,” 











TOP PAINT VALUE-AT 
BOTTOM 
PRICE! 


SHERWIN-WILLIAMS 


‘hts 
RB manne PAINT 










red, blai = & thos wd 

covers 

ein 

ay. Wit $20 

oe own-to- 
~~ * 6 od pst ‘ 

5’s—Gal. 


tac ou! 
ciwinks J plist Anil fikely vo 2 last lon 





FREE! Sicue'beconaton 


Ask Ll your oase 
cop 


Call Us For 
Reliable 
Painters and 
Paperhangers 


See it! Ste — wille Garden Club's 
ond Annual Flower Show 
esday, May 2 


ioe — 
HIGGINBOTHAM BROS. & CO. 


LUMBER YARD 
Phone 94 




















e 





“CALL US for reliable painters and 
states this ad, one of a 
weekly series in which Higginbotham 
merchandises paints. 


are solidly stocked with cans of 
paint in various sizes and finishes. 

This brings us around to a point 
that Manager Moore emphasized 
more than once—get your paint 
out where your customers can see 
it. Show a few samples of the 
popular items in your inventory 
and let your customers know by 
attractive signs that hard-to-get 
colors are in your warehouse or 
available on 24 hours’ notice. Avail- 
ability, according to Mr. Moore, is 
one of the most potent sales points, 
particularly with the painting con- 
tractor, who is responsible for one 
third of Higginbotham’s paint 
volume. 


“The best way to retain the good 
will of the painter,” asserts Man- 
ager Moore, “is to keep complete 


‘ stocks on hand.” 


When a painter realizes that he 


_is sure of prompt service, he is 


likely to come back when he has 
another order to fill. The remaining 
two thirds of the Higginbotham 
paint business is split about equally 
between the farm customer and 
Stephenville residents. Style sheets 
and color guides made available to 
these clients and the personal ad- 
vice of the Higginbotham sales 
people on consumer paint problems 


July 15, 1950, AMERICAN LUMBERMAN 





isi 

















es — 











(3 33D 3591555 8555 


a 


-—;, 


JF I 8 DD DD BD dS A 

















: sh nn Le Te i i De bn 2 321999599 959555 









4 
3 
% 
4 
“ 














4 
4 
4 
4 
4 
be | 
“ 
bs | 
4 
bs | 










OF FINE: 
NORTHERN 
\HARDWOODS: 
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Northern Hardwoods—Northern White Pine—Northern Hemlock, Maple, Birch and Beech Floor- 
ing—these are the fine quality Northern Woods that the leading producers on this page are 
delivering today—just as they have been for many years past. Standards of manufacture are 
higher today than ever before. See for yourself! For the utmost in satisfaction consult the 
Northern Lumber Firms on this page. 


“+Boehm-Madisen Lumber Co. . .. . Milwaukee 3, Wis. *Bay De Noquet Company . . . . . Nahma, Mich. 


Mills: Lake Linden & Marquette, Mich. (2); White Lake, Wis. Sales Office, 817 Railway Exchange, Chicago — White Pine, 
Mfrs. Hardwoods, Hardwood Flig., K-D Facilities available. Hemlock, Hardwood Lumber — Shingles, Cedar Products, Lath. 
K-D Hdwds. L.C.L. shipments from stock at Thiensville, Wis. 


*Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


j j j Roddis Lumber & Veneer Co. of Mich. . . Ironwood, Mich. 
Cadillac- Soo Lumber Co. 5 Sault Ste. Marie. Mich. Roddis Lbr. & Veneer Co., Ltd. » oe Ste. Marie, Ontario, Can. 
Northern Hardwoods, Hard Maple a Specialty. Hemlock, White Compl. stk. N. Hdwds. Hemlock . Pine, Cedar Prod., Maple, 
Pine. Modern Dry Kilns. Facilities for Surfacing, Resawing, etc. Birch, Fig. Hdwd. Ven's'd Doors. Weived. Mod. Dry Kiln facil. 


i 
hes , “Ahonen Lumber Co. . =. =. =. =. ~~ ‘Ironwood, Mich. 
*Michigan Pole & Tie Co. . ... Newberry, Mich. Northern Hardwoods, Hemlock, White Pine, Soruss, 2 Hardwood 


Northern Hardwood Lumber, Old Faithful Hemlock, Northern Flooring. Planing Mill — Modern Dry 
White Cedar Poles, Posts, Shingles, Piling, Soft & Hardwood Ties. 


“Copeland Lumber Co. . . . Atlantic & Ontonagon, Mich. 


Sales Office—CHICAGO—135 S. La Salle St.,.Hardwood haniben. 
Dimension. Dry Kilns and Planer. 


*Abbott Fox Lumber Co. . . . ~~ Iron Mountain, Mich. 


Manufacturers and Concentrators of Hardwoods, Hemlock and 


Wate Fine. Planing S0ts. Dry Ellas. *C. M. Christiansen Co. - : 2 Phelps, Wis. 


An outstanding Wisconsin lumber manufacturer — Hardwood, 
White Pine, Hemlock and Cedar Products. 


tConnor Lbr. & Land Co. (Mills: Leona, fet.) ote Marshfield, Wis. 
K. D. & A. D. Hard ds, Hemlock, Pi Cedar Shingles, * : 
Posts, Puito~-deune eek Maple Suck Birch Sip -Sneeiien ied. Wm. Bonifas Lumber Co. ae. — « tn) Sates Neenah, Wis. 
Northern Hardwoods, "White oo 
Modern Dry Kilns. Expert Millwork. 


Schneider Bros. Lumber Co. . . . . Marquette, Mich. . | ; 
Northern Hardwoods and Hemlock, Hardwood Dimensions, Underwood Veneer Co. . . . . . Bessemer, Mich. 


Rough Hardwood Turnings. Planing Mill and Dry Kilns. Northern Hardwoods, Hemlock, W. Pine at Bessemer, Mich. 
Veneers and Panels at Wausau, Wis. 
3 * ; 
*+Holt Hardwood Co. «=. «6. CO. SC. SC. S:~SsCO onto, Wis. Goodman Lumber Company . . . . . Goodman, Wis. 
_ i 7 mbled Block Northern Hardwoods, Hemlock, White Pine, Basswood, Hard- 
os eg Ban My age y A , *, ‘Duty Flocrien wood Dimension. Planing mill. Dry Kilns. Rotary cut veneers. 
{Member Maple Flooring Mfrs. Assn. *Member Northern Hemlock & Hardwood Mfrs. Assn. 
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WALLPAPER DEPARTMENT is adjacent to the paint depart- 
Comfortable chairs and easel-type desk encourages 
housewives to pick out their wallpaper patterns. 


ment. 


have helped increase paint volume 
substantially among these two 
groups of customers. 

The paint inventory at Higgin- 
botham’s Stephenville yard runs 
between $6,000 and $7,000. Annual 
sales in this department approxi- 
mate $15,000. With the remodeling 
of the store several years ago and 
the installation of new fixtures, 
paint was given a much more 
prominent display. The air-condi- 
tioned store now has about 1,800 
square feet of display area. 








In addition to the steady stream 
of direct mail pieces on paint sent 
out from Higginbotham’s, the 
DAILY EMPIRE TRIBUNE carries a 
sizeable paint display ad bearing 
the firm’s name every week. The 
manufacturer, of course, shares the 
cost of these ads and provides mats. 
Thus the Higginbotham name is 
constantly associated with paint in 
the public’s eyes. 

The dealer’s lesson from Higgin- 
botham’s experience is simple, log- 
ical and effective, yet these prin- 





WINDOW DISPLAYS feature streamers and placards. Pedes- 
trians are stopped by the effective use of color in the window 
of Higginbotham Bros. & Co., Stephenville, Tex. 


ciples of paint merchandising em- 
phasized by Manager Moore are 
too often ignored: 


1) Neat, effective window dis- 
plays of paints and accessories. 

2) Eye-compelling displays on 
wall shelves and islands, attractive 
and dust-free. 

3) Consistent advertising—news- 
paper and direct mail. 

4) Prompt, dependable service to 
secure new customers and retain 
old ones. 











A Fine Line of Doors... A Complete Line of Doors 








meet any door demand. 


Over Wood Sectional Doors. 
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\W/HETHER it is a request for a Residential, Commer- 
cial or Industrial Door, Raynor dealers are equipped to 


Every Raynor door you install is another salesman work- 
ing just for you! The construction and performance built 
into all Raynor doors, regardless of size, develops good 
will and creates a greater demand for Raynor Up and 


¥ Write direct for complete dealer and 
distributor franchise information. 








Mail Material. 


Knox Avenue, DIXON, ILL. 





Complete DEALER MERCHANDISING- PLAN 
Newspaper Mat Service « Complete 
eSet of Literature «Co-Op Telephone 
eDirectory Advertising Plan « Sales 
*Management Assistance ¢ Tested and 
¢ Proven Promotional Sales Plan e Ban- 

ners and Signs e Catalogs and Direct 


RAYNOR MANUFACTURING COMPANY 
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WATERLOX 
USES 
MAKE MORE 
SALES 


WATERLOX TRANSPARENT 


For Natural Wood Trim 


On furniture, window sills, wood-work, counters, 
table tops, and other wcod trim finished in the natural 
grain, WATERLOX provides the type gloss—high, me- 
dium or velvet—that you desire. 





For Floors 


Hard or soft wood floors can be sealed and finished 
with as high gloss as desired with WATERLOX 
TRANSPARENT. WATERLOX CEMENT FLOOR STAIN 
and Heavy Duty GYM FINISH are other ideal coatings 
for special uses. 








For Sealing Masonry 


Brick, cement block, Haydite and other manufac- 
tured block can be sealed and finished attractively 
with the use of WATERLOX TRANSPARENT. New or 
old brick, mortar joints and cement construction can 
be renewed and moisture locked out when coated 
with TRANSPARENT. 


For Log Cabins 


Moisture control is essential to the maintenance of 
log cabins, pavilions and other construction where 
natural wood is exposed to the weather. Complete 
details for the treatment of such structures to add to 
their life and appearance are available from your 
WATERLOX dealer or the manufacturer. 








For Back Priming 


On high quality construction, WATERLOX TRANS- 
PARENT makes an ideal primer for treatment of the 
back as well as the front of wood-work before nailing 
to the lath and plaster. This treatment seals the sur- 
face against deterioration and moisture, and adds to 
the life of the construction. 


You Can Count On 
The Best With Waterlox 


Literature and Specifications 
on Request 


WATERLOX 


DIVISION OF 
The Empire Varnish Co. 
2636 E. 76th St. Cleveland 4, Ohio 
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earns a 
premium price 
in our locality” 


says L. M. Hurley 
Hurley Lumber Company 
Denver, Colorado 


“Texoak Flooring is the fasting selling flooring 
we’ve ever handled in our four years of selling in 
the Denver area,” says Mr. Hurley. “Sales were so 
amazingly high that we decided to ask a few of 
our customers why they preferred Texoak over 
other brands of flooring. Our customers said: 

‘Texoak has eye appeal’ 

“It’s accurately machined’ 

‘Texoak quality is uniformly high’ 
‘Texoak LAYS straight, STAYS straight’ 

“Our yard gets prompt service from Texoak 

_ Flooring Company no matter what our flooring 
needs. Texoak folks know how to make beautiful, 
lasting flooring that earns a premium price in our 


hd 


locality! 


TEXOAK FLOORING 


Texoak tongued and grooved 
flooring sells because of its 
beauty, because it’s precision 
machined, because it lays 
straight, and stays straight. | 


TEXOAK STAIR TREADS 


Lasting, beautiful warp-proof 
Texoak stair treads and risers 
are of top quality Texas oak. 

_ Customers will like the rich 
texture of the wood. 


TEXOAK THRESHOLDS 


Scientifically kiln dried and 
* machined to a beautiful fin- 
ish, Texoak thresholds are 
made under the same speci- 
fications as Texoak flooring. 


NEW FREE KIT 


TO LUMBER 
DEALERS ONLY 


Called the Texoak Flooring Sales 
Maker, this kit contains enough new 
ideas in flooring merchandising to 
DOUBLE your flooring sales — if you 
put the ideas to work. It’s a complete 
dealer advertising program custom- 
made to help you boost flooring 
profits. It’s absolutely free — to lumber dealers only. No 
obligation. Send for your Sales Maker Kit today! 






























































¥ " FLOORING COMPANY 


CROCKETT, TEXAS 


a 
Rush me your new TEXOAK FLOORING SALES MAKER 
KIT of tested advertising ideas. | am a lumber dealer. 


NAME. 





ADDRESS. 
CITY. 





RE EEE 








a aed 













PUSH PAINT FOR PROFITS 





How to paint a house 


With rising labor costs, an increasing number of home owners 
are doing their own house painting. The home owner, aided 
by the helpful advice of the building materials dealer, can 
turn house painting into a pleasant and profitable hobby. 
Here is a valuable set of instructions. 


Preparation 


1—Never paint in damp weather 
or just after a rain. Paint when 
the weather is mild and the humid- 
ity is average or low. 


2—Be sure surface to be painted 
is dry and clean—otherwise the 
new paint will blister and peel. 


3—Before painting a new coat, 
remove old paint that is blistered; 
re-putty, re-calk, remove shutters 
and screens. Smooth down rough 
areas with sandpaper or steel wool. 


4—Use blow torch when old 
paint film is rough and full of 
check marks. Direct the flame hori- 
zontally; heat old paint until it 
softens and blisters, then scrape 
down to raw wood. 


5—Examine sash for loose or 
missing putty. Scrape rabbet clean, 
apply primer coat and—when dry 
—replace putty. 


6—Look over siding and trim for 
nail holes and cracks. Brush clean, 
then give primer coat; after dry- 
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ing, fill in cracks and holes with 
white lead putty. 


7—Check around door and win- 
dow frames for calking that is 
loose, cracked or missing. Calking 
gun is easiest, most effective meth- 
od to replace calking. 


8—Seal knots and resinous spots 
with coat of shellac followed by 
coat of primer after scraping old 
paint down to wood. Allow primer 
to dry 36 hours before painting 
over it. 


9—Use old paint brush to remove 
dust from scraped surface to be 
painted. A clean surface is essen- 
tial for a lasting new paint job. 

10—One coat or two? One coat 
is enough if surface is in pretty 
fair condition; otherwise two coats 
are. essential. Don’t expect one 
heavy coat to do the work of two. 
Single heavy coat is dangerous: 
surface dries before paint under- 
neath, causing uneven shrinking. 
First coat should be allowed to dry 
four or five days before painting 
second coat. 





Painting the House 

1—Be sure the ladder feet are 
firmly anchored in the ground. Test 
by jumping on the bottom rung. 
When ladder feet rest on concrete 
walk or driveway, nail a rubber 
heel at the bottom of each foot to 
prevent slipping. Metal ladder 
should be fitted with rubber safety 
shoes. 

2—Start with the siding—begin 
at the highest point and work 
across, thereby avoiding lap marks. 
If siding is clapboard, coat all 
edges in any one stretch, then paint 
flat side or face, working horizon- 
tally across two or three boards at 
once. A 3%” or 4” brush is best 
for this work. 

3—After painting siding, double 
back to paint trim and sash. Use 
one of the special trim paints if 
trim is to be painted a dark or 
bright color. Trim colors give hard, 
glossy, nonfading surface. Use trim 
paint on windows, doors and trim. 

4—Painting sash—use a 114” or 
2” brush. Dip half the length of 
the bristles into the paint; touch 
brush to the sash a little way from 
the edge of the glass; twist your 
hand slightly to fan bristles out to 
a sharp edge; then, keeping bristles 
under tension, use your whole fore- 
arm to draw brush smoothly and 
steadily along sash. To avoid runs 
when painting paneled doors, paint 
panels first; do the rails next and 
stiles and mullions last. 

5—Painting metal — brush the 
metal clean and coat with spar 
varnish. This will prevent metals 
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that oxidize from staining trim of 
house after a few rains. Use wire 


brush to clean rusted or peeling 
areas, then spot-prime with red 
lead or zine chromate. For new 


metal work, brush on coat of metal 
primer or zinc chromate and follow 
with one or two coats of trim paint. 
Galvanized metals should first be 
washed down with a metal wash to 
etch the surface so the first coat 





REMOVING old paint that is blistered, 
flaking or peeling is basic. Hook scraper 
is the tool for the job. 
scraper is shown here. 


Correct use of 









BLOW TORCH is used to soften and 
blister old paint so that it can be scraped 
off, 





SEAL CRACKS around door and window 
frame with a calking gun and a gun-grade 
calking compound. Do this before paint- 
ing. 
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of paint will stick. If possible buy 
a ready-mixed wash; otherwise use 
a half-and-half solution of vinegar 
and water, rinse with plenty of 
water and let metal dry before 
painting. 


When the Job is Done 


1—Wash brushes in three or 
four rinses of turpentine until 
thoroughly clean. Then comb 


STIFF PUTTY KNIFE is sometimes bet- 
ter than scraper in close quarters. Flaking 
paint is being removed from sash in this 
picture. 





BEFORE RE-PUTTYING, brush dust out 
of rabbet and give it a coat of primer or 
raw linseed oil. Apply putty smoothly 
and scrape off excess. 


(1y4” 





shown 


PAINT PANELS of 


doors first, to avoid 
runs. Then coat rails, 
stiles and miullions. 


Rails run across; stiles 
and mullions, vertically. 


SPAR VARNISH is used 
to paint copper gutters 
and other fittings in 
order to prevent oxidiz- 
ing and staining of trim. 






USE POT HOOK 
to hang your can 
of paint 
working on an ex- 
tension ladder. Saf- 
est type hangs can 
outside ladder. 


USE SASH BRUSH 
or 2”) on 
sash and trim. Press 
down to fan out 
the bristles 
sharp edge as 


bristles straight and wrap brushes 
in heavy paper to preserve shape. 


2—Leftover paint should be 
poured back into original can. 
Afterward, run a little turpentine 
down the side of the can so it floats 
on top the paint. This will prevent 
paint from skinning over for some 
time. 


3—Seal can tightly. 


These photos courtesy 
Popular Science Monthly 


EXAMINE SASH CAREFULLY for 
cracked, loose or missing putty. Remove 
bad putty with a putty knife. 








sy 


FILL NAIL CRACKS with white-lead 
putty after cleaning out cracks and giv- 
ing them a coat of primer. 





when 
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right. 
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BUILDING SUPPLIES 





MNT WIRDOWS MORTOR MIX SPUT OAK POSTS 
SOLUS ARBOR RS ut STAPLES 
SCREEN DOORS METAR COGN CREOSOTE. 
ISU SCRIIN WINDOWS axon ALDMINEM ROOTING 
SSH REENE'S CEMENT DEADENING 
CTO - SG SASH BALAIKTS, SISALATION ‘WELDWOOD 
WATERPROGE PAPER «© GUERNLAD DOORS. PLASTER DORHANS CL RAD TTY 
BLXK SIDBO PLAST. WOOD SON NG 
ASBESTOS CEMENT ls, PUSTIC RUST ~~ «ARMOR CAT WOOD PRISUNATIT 
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TERRY ROAD LUMBER YARD has 
plenty of parking space for customers. 
Big sign is neon-lighted at night. Paint 
leads the listing of 40 different building 
items shown in this neat sign which con- 
fronts the motorist when he parks at the 
Terry Road store. 


Color bar helps 


dealer 


double his paint sales 


MATCHING COLORS quickly 

and accurately had always 
been a problem in the retail store 
until chemists came up with a solu- 
tion quite recently. This sensa- 
tional new mixing method whereby 
the salesman sells not only paint 
but the correct combinations of 
colors to match draperies and in- 
terior accessories is being adopted 
by an increasing number of build- 
ing materials retailers. 

One of these progressive paint 
merchandisers is the Terry Road 
Lumber Yard, managed by J. G. 
King in Jackson, Miss. King ad- 
mits that he was skeptical of the 
Color Bar idea at first. The idea 
of mixing custom-color paint, go- 
ing to the expense of installing the 
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bar and necessary equipment 
sounded a little too flossy and ex- 
travagant for a retail lumber dealer 
in a city of approximately 80,000 
people. 

Nevertheless, a year ago June, 
King saw a demonstration of a 
Color Bar in action and decided to 
give it a try. Here are the sales 
results: 

In 1948, with no planned promo- 
tion and without the help of the 
Color Bar, the Terry Road Lum- 
ber Yard purchased $7,900 worth 
of paint; during the past year 
the yard’s paint purchases, exclud- 
ing brushes, have approximated 
$21,000. 

Nearly all the firm’s sales were 
in small amounts—from a quart of 













WOMEN have been attracted to the Terry 
Road Yard since the installation of the 
Color Bar. Paint mixing to the exact 
shade desired is only a matter of a few 


minutes with the aid of special equipment 
developed for that purpose. 


New paint mixing equipment 
makes a hit with Jackson, 
Miss. housewives. Every color 
and shade accurately match- 
ed—all in a very few minutes. 


paint to about $300 worth based on 
retail prices. This year King ex- 
pects to increase his paint sales 
by 50%. 

What has been the effect of these 
sales on contractor business? At 
first, King is frank to admit, there 
was some resistance, even resent- 
ment, on the part of large paint 
contractors and decorators. Today, 
he says, “they are our best cus- 
tomers and bring jobs to us.” The 
yard takes display ads in the local 
newspapers in cooperation with the 
manufacturer who, of course, takes 
spreads in national magazines. 

Store traffic generally has picked 
up noticeably, King says, since the 
bar was installed. 











July 15, 1950, AMERICAN LUMBERMAN & 





rrr 


shone coneereenananncstesatitaenee science 
5 KAS Mt @EMRED SIRE AABS SA REMER SBAMe ee Psd 


aieatl tine s - - : niin: 
3 wr EY 2 4 at —= wi? & ee EE ; 
ee WS ne See 


With this up-to-date plant and vast tree farms, White River can be depended 
upon to supply your lumber needs satisfactorily today ... and in the future. 
White River has been satisfying lumber buyers since 1896—and its sustained 


yield program will furnish fine saw logs to maintain production at about the 
present leve] indefinitely. 


WHITE RIVER LUMBER i asuincron 


Branch of Weyerhaeuser Timber Company ata cate 


Waa superb lumber, the most popu- 
lar of our softwoods, is also the most 
prolific. It grows abundantly in eleven 
Western States and Northwestern Mex- 
ico. This “multi-purpose” pine is used 
extensively for industrial, commercial and 
residential building. It is ideal for pan- 
elling, moulding, boxes, cabinet work of 
all kinds. 





Satisfied customers send re- 
peat orders because our 
Ponderosa Pine products 
are always as good — or 
better — than represented. 


500 East 10th St. EI Paso, Texas 
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Paint pointers 


HOUSEWIVES LIKE NEW PAINT DEPARTMENT ATMOSPHERE 


Colorado dealer makes it easy for 
the lady to select her colors 


A SEMI-PRIVATE showroom 
for paint is a feature of the mod- 
ern showroom of the Strait Lum- 
ber Co., Aurora, Colo. 


“We believe that paint merchan- 
dising requires a certain amount 
of privacy so that the customer 
prospect can concentrate on color 
charts, advertising and products 
themselves without being distract- 
ed by store traffic,” explained Clin- 
ton Strait. 


The paint department is located 
in the left, rear of the store and is 
separated from the rest of the store 


* wes ee ¥ 


by an eight-foot high plywood par- 
tition. Contractors and home own- 
ers are encouraged to browse. The 
department is equipped with a com- 
plete library on all subjects likely 
to interest the paint prospect. The 
department is equipped with com- 
fortable chairs and a table. 

“We are getting far more home 
owner business than at any time 
in the past,” said Mr. Strait. 
“Housewives, particularly, enjoy 
the convenience of sitting down 
with a courteous salesman in quiet 
surroundings and working out 
their paint problems, With the cus- 
tomer in a receptive mood, it is 
easier to sell the accessories— 
brushes, thinners, cleaners, etc.” 


—- 





PAINT DEPARTMENT is separated from the main traffic aisles. Easy chairs and a 


table are provided for customers’ comfort. 
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UNUSUAL AD USED 
TO PROMOTE PAINT 


State of Washington dealer 
uses "Spotlight Specials" 


SPOTLIGHT SPECIALS like 
this one have been used success- 
fully in the Bremerton (Wash.) 
Sun by the Bremerton Lumber Co. 
One day a week the Sun runs two 
pages of these specials, each ad 
being the same size, 2 columns by 
21% inches. 





BREMERTON LUMBER CO. 


117 Second St, YARD DEPT. 


OUTSIDE PAINT 


$350 


GALLON 


Phone 1290 


New Low Price! 
THIS ISA 


REAL BUY! 











These specials have had a strong 
appeal for many small merchants 
who cannot afford an expensive ad- 
vertising campaign. They have also 
been effective in clearing the deal- 
ers’ shelves of slow-moving mer- 
chandise. Only one item may be 
promoted in each ad, although a 
merchant is permitted to take sev- 
eral ads on the page. 


DISPLAY PANELS AID 
WALLPAPER CUSTOMERS 


PAINT AND WALLPAPER are 
usually bought in color relation to 
each other. Therefore, a good dis- 
play of wallpaper from which it is 
easy to choose patterns will go a 
long way to increase both paint 
and wallpaper sales. 

One easy way to select wallpaper 
designs is found in the Waples 
Lumber Co., Galveston, Tex., as 
seen in the picture here. Sample 
patterns, quickly changeable, are 
fixed to sliding panels. These panels 
may be easily swung to view addi- 
tional patterns. 

A large, comfortable divan makes 


July 15, 1950, AMERICAN LUMBERMAN & 














DISI 
Ce. 

cust¢ 
com! 


it € 
wal 
cun 
wal 
dov 


wa 
col 


CH 
ac] 
ac 
lal 








ON-THE-SPOT PAINT DEMONSTRATION IS 
OPEN-HOUSE FEATURE 


How-to-do-it demonstrations featured in two- 
day show sponsored by California dealer 

















HOW paint is manufactured and 
how it should be applied for the 
best results was demonstrated this 
spring by the General Lumber and 
Supply Co., Berkeley, Calif. The 
demonstrations were made for 
scores of home owners at the sec- 
ond annual open house sponsored 
in the firm’s own showroom. 











course, was filled in with the name 
and address of the purchaser and 
made an excellent follow-up lead. 
The show included practical demon- 
strations in the use of washable 
flat paints and synthetic enamels. 
Women were particularly interested 
in the demonstration of furniture 
painting. There-were also demon- 





ler Situated near the center of strations in the use of interior and 
Is" ae Berkeley, General Lumber and Sup- exterior paints. 
DISPLAY PANELS in Waples Lumber Ply Co. emphasizes materials used One movie, The Secret of the 
ike Co., Galveston, Tex., make it easy for in finishing or remodeling, ‘rather Masters, showed the manufacture 
SS- customers to select wallpaper from a than new-home construction. The and development of paint through 
1.) comfortable divan. open house was given a big build- the years. It was one of several 
20. up with newspaper display ads films made available by cooperat- 
wo it easy for the customer to view labeled See It Demonstrated, and ing manufacturers. Other on-the- 
ad wallpaper samples under ideal cir- radio spot announcements. spot demonstrations included the 
by cumstances. Additional displays of One inducement, aimed especial- tiling of a shower, laying a hard- 
wallpaper are found in the win- ly at women, was the display ad wood floor and application of in- 
at dow. with coupon offering a 45c can of sulation. 
enamel for 15c. The coupon, of The two-day show gave people 
a chance to ask questions about 
HOME DECORATION SERVICE building materials and methods 
OFFERED BY NEW and discuss their own plans with- 
LONG-BELL STORE out feeling they were being put on 
TIE-IN SALES of paint and OPEN HOUSE SPECIAL the spot. Light refreshments were 
wallpaper have stepped up volume Friday, May 5, 12to 5 p.m. Saturday, May 6, 9 to 12 served to add to the friendliness 
considerably at the newly-opened of the atmosphere. The open-house 
Long-Bell retail store in Kansas promotion idea was hatched by 
City. An eye-appealing effect was ONLY 15) <=, Charles Rosenthal, right-hand as- 
: . . . sistant to Jim Bingham, manager 
ad achieved by grouping paint labels pe > Cenasal taney ond Oise Gh 
according to color with yellow FOR < . — 
1g labels at one end and yellow and 
r green at the other. 
- 2nd ANNUAL 
r- 
De 
a 
) Friday, May 5—12 noon to 5 p.m. 
Sat., May 6—9 a.m. to 12 noon 
Actual Demonstrations of ... 
: PAINT “Texcure 
e See Sie toeeleaan, SHEETROCK apc « texture 
0 pat pian HARDWOOD PLYWOODS 
- HOME DECORATORS’ SERVICE is DRAMEX — BONDEX 
s available in Long-Bell’s new Kansas City INSULATIONS 
a store under the directon of Mrs. Jack aie 
t Reamer. Watch Us Tile a Shower with 





Ninety-six wallpaper patterns 
are shown on 14x18-inch hanging 
vatches with duplicate roll stock 

cubicles behind the doors. A 
ill wider: selection is available in 
illpaper beoks mounted on racks. 
rs. Jack Reamer is manager of 
is department which occupies a 
<*x32 section of the store. 
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1950 Addison, at Milvia 





ADS like these helped to build paint 
sales and provide additional leads for 


direct mail pieces and follow-up calls. 


ALUMINUM TILE 


SEE 
COLOR MOVIES on manufacture and use of paints, 
linoleum, sheetrock, and advance showing of 
“THE SECRET OF THE MASTERS” 
(No Admission Charge) 
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ATeaSucy, Coun. 

COMPLETE HOME BUILDING SERVICE, except actual construction, is offered by 
J. E. Smith & Co., Inc. This service includes wide variety of proven home plans, 
complete job estimate, lot selection, financing and assistance in selection of a builder. 
The firm’s own architectural service has prepared plans which, with some variations, 


have been the basic plans for hundreds of new homes. Two of these plans are shown 
on these pages. 





new home 


This is the second in a series 0; 
articles outlining the operating poli. 
cies of J. E. Smith & Co., Inc., 
Waterbury, Conn. The first article 
appeared in the June 17 issue, page 
28, under the title "Formula for 
Profitable Retailing." 


Q. Your company has expanded its 
goods and services and apparently 
gained an increasing amount of good 
will amongst its customers through 
the years. What are some of the re- 
sponsible factors? 


A. Careful financial management 
and conservative financing is one im- 
portant factor. All bills have been 
discounted since our company was 
founded 53 years ago. We have tried 
to maintain a service that is unsur- 
passed in our business in this locality. 
I believe our reputation for fair deal- 
ing is recognized by our competitors 
and suppliers as well as our cus- 
tomers. 


Q. You speak of service, Mr. Smith. 
What types of service do you offer 
the prospect for a new home? 


SERVICE TO HOME PROSPECT 


A. We can say with confidence that 
any person intending to build a home 
can come to this company and, in the 
minimum length of time and at the 
lowest possible cost to him in time 
and effort, secure the dwelling facili- 
ties that he needs. 

We do not mean that we have any 
magic formula for beating the market. 
What we mean is that the customer 
will not run into excessive costs based 
upon misinformation. We will tell him 
accurately how much house he can 
get for the money or how much money 
he will need to secure the house he 
wants. 


Q. How does this work out in terms 
of actual service to the home prospect? 


A. We maintain a complete home 
service with one exception—the actual 
construction of the house. We have a 
number of plan book services. These 
services, more than anything else, 
assist the home builder in crystalliz- 
ing his ideas as to the type of house 
he will require and how much money 
it will take to build it. We can give 
him preliminary estimates and even- 
tually complete estimates, including 
all his sub-contract prices and a gen- 
eral contract price. We can help him 
secure a lot. We can arrange his 
financing for him or assist him. Fur- 
thermore, we can advise him in the 
financial management of his job as to 
appropriate payments and the man- 
ner in which those payments must be 
made to protect him against possible 
financial loss. 
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and remodeling market 


Master Merchant J. F. Smith, in an exclusive interview with 
AL&BPM, tells how his firm stimulates new home and property 
improvement sales; cites cooperation with contractors and 


realtors 


OWN ARCHITECTURAL SERVICE 


Q. You spoke about stock plans. 
Do you have your own architectural 
service in addition? 

A. Yes. We have prepared through 
our own architectural service a num- 
ber of plans which represent our own 
ideas regarding the best design and 
maximum utility in our immediate 
market. These plans have proven 
more directly usable than the stock 
plans. Again, however, they are pri- 
marily basic and frequently are modi- 
fied both as to exterior design and 
interior layout. 


Q. Have these plans received popu- 
lar acceptance? 


A. Hundreds of houses have been 
erected by operative builders in this 
area, all using a few of our more 
popular designs with variations. 
These particular houses were “engi- 
neered” in the sense that they were 
laid out with a view to economy and 
the use of standard and economical 
materials. In one case we worked 
with a number of other lumber dealers 
from other cities on a cooperative 
basis. The design adopted was usable 
and attractive in each of the areas 
involved. 


Q. Didn’t you run into any code 
trouble? 


A. Yes, we did, but these were non- 
essential differences and the basic 
house was acceptable in all areas. 
Several hundred of these houses were 
erected, allowing for minor code vari- 
ations. 


Q. How do you feel about prefab- 
ricated houses? Do you regard them 
as coming competition for the retail 
lumber dealer? 


A. We have for many years made 
available such prefabricated houses 
aS appear to represent a reasonable 
value. We do this for the purpose of 
detailed comparison and because of 
peculiar individual circumstances such 
as unskilled labor availability at little 
or no cost. Some people can profitably 
use a prefabricated house even though 
the typical home builder would find 
it expensive to do so. However, we 
consider that the evidence continues 
to favor the house built in the con- 
ventional manner since it offers sub- 
Stantially more value than the pre- 
fabricated or pre-cut houses thus far 
offered. 
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Q. Do you go so far as to examine 
the value of comparable prefabricated 
and conventionally-built homes? 


A. We certainly do. In fact, we 
have reviewed a considerable number 
of prefabricated homes in the greatest 
possible detail. Our method is to de- 
termine in detail, which is sometimes 
not easy, specifically what the prefab- 
ricator himself will actually deliver 
and in what stage of construction the 
house will be after the prefabricated 
units have been put in place. We 
then add to the prefabricated cost the 
labor cost necessary to complete that 
portion of the home building job af- 
fected by the prefabrication of certain 
sections. The comparison is then made 
by estimating the total cost of mate- 
rials and labor in bringing a conven- 
tional house to the same stage of 
completion. 


PROMOTION OF NEW 
HOME SALES 


Q. How do you promote new home 
sales? 

A. By informing the public about 
our services through newspaper ad- 
vertising and over the radio. We have 
distributed pamphlets advising home 
building prospects on the factors 
making for intelligent and economical 
home building. These pamphlets dis- 
cuss sites with particular reference 
to the danger of depreciation in un- 
suitable localities; location of the 
house on the lot; description of vari- 
ous types of financing; review of 
building materials available, their de- 
sirability and cost; advice and sug- 
gestions as to design and similar per- 
tinent subjects. 


Q. Are property improvement sales 
an important factor in your volume? 

A. This business is important with 
us, also expensive to handle, as the 
amount of service does not necessarily 
correspond to the amount of material 
sales involved. We are convinced that 
a large volume of business originates 
independently of a dealers’ direct sales 
effort. The customer for whom the 
dealer has spent a lot of time and 
money in order to ring up a small 
sale may, and probably will over the 
years, need products which require 
no sales efforts. Of course the dealer 
must have established himself as the 
customer’s normal source of supply. 
The customer must have been satis- 
fied with services rendered. That is 
why property improvement sales are 
so important to us. 











Take The Bull 
By The Horns 
When your home needs repairs, get 


them done right away. Even minor repairs 
can become costly if they're left undone. 


Today is the best time to get started on 
whatever needs to be fixed, painted or any- 
thing else. And Smith's is the best place to 
to get your materials. You kriow you're 
getting the best. 


PAINT BRUSHES 


A good brush is so 
much easier to work with 
Bristles stay in. Paint 
flows smoothly. We have 
oll kinds and sizes. 


TOOLS 


We hove any kind you 
need. Tools for o pro- 
fessional carpenter and 
tools for the omaoteur 
handy mon. It poys to 
buy the best 


HARDWARE 


It poys to get the best 
hardware, too. We hove 
all kinds and it really is 
the best and the prices 
«fore foir. 


J. E. SMITH & CO. inc. 


Lumber and Building Materials 
65 Benedict Street, Waterbury, 4-0191 


PAINT 


Sherwin - Williams is 
known everywhere as the 
top nome in paint. It’s 
made to wear wonder- 
fully and is available in 
any color you can think 
of. 











PROPERTY IMPROVEMENT MARKET 
is also given strong newspaper promotion. 
Tools, hardware, paint and paint brushes 
are natural tie-ins. 


Q. How do you stimulate this type 
of sale? 

A. Much the same way as we do 
new home sales. In this case, how- 
ever, we advertise specific sugges- 
tions: remodeling attics and cellars; 
altering walls and ceilings, remodeling 
kitchens, built-in cabinets, bookcases, 
etc. Here again, we find that personal 
service is the most important factor 
in the sale. 

Q. Do you do any “package selling”? 

A. With the help of cooperating 
contractors, we are able to offer a 
definite price for certain installations 
and certain types of. residential con- 
struction. For example, our salesmen 
by arrangement with cooperating con- 
tractors, will quote installed prices 
on storm sash and insulation, but the 
payment for labor is made direct to 
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J. E. Smith & Co., Inc. 
Offers — 
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Complete 
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Service 
_— a L | L L 1 pt i L 
e 
All in one package... 
Lor PLAN FINANCING CONSTRUCTION 
We' mmend on We'll give you sound od We'll recommend @ good 


I€ you haven't one 


door. It’s as easy as pulling a light cord. 


tion. 


PLENTY OF FREE PARKING 


Lumber and Building Materials 





Displays Tnat Really Work 
In Smith's New Big Store 


Here is the actual working display of the overhead garage 
doors. You simply pull the cord and the motor opens the 


You can come in here and see the door go up and watch 
it go dowr.. You con operate it yourself. You can note the 
sturdy construction. You can inspect it in actual opera- 


That’s just one of the many features of our wonderful 
new store where you can learn all about lumber, building 
materials and hardware, paint, wallpaper and woodwork, 
quickly and easily. It’s the place fer you to shop. 


J. E. SMITH & CO., Inc. 


65 Benedict Street. Waterbury. 4-0191 


reody, we'll help you 
find a good one. 














vice on a loan — G. ty contractor and work with 
FHA, Construction — hum to get you the best 
and help you with the de- home possible for your 
toils money 




















ALL THE MATERIALS YOU NEED... 
THE BEST... AT THE LOWEST PRICES! 





© Portiend Cement 

© Redicrete Blocks 

© Red Top Plester 

© Heatilotor Fireploces 


LUMBER 


© West Coast Fic Froming 
© Southern Pine Sheathing 
© Top Bronds of Ook Flooring 
© Weill Boards — Plywood 


MILLWORK 
© Anderson Frames 
© Weodco ROW Windows 
© Morgen Doors & Cobinete 
© And our mill will moke 
enything you went. 








INSULATION 
© Johns Manville Rock Weel 
© Fibergioss Blenket 
© Bahom Wool Blenket 
© Alfol Reflective 











ROOFING 
© Johns Manville Asbestos 
© Johns Manville Aspholt Shingles 
© Bird's Asphalt Shingles 
© Certigrade Red Ceder Shingles 


INTERIOR FINISH 
© Russwin Hordwore 

®@ Sherwin Williams Point 
© Imperio! Wollpeper 

© Geneve Steel Cobinets 

















J.E. SMITH & CO., Inc. 


65 Benedict Street, Waterbury, 40191, 


BUILDING MATERIALS 








building products. 








NEWSPAPER DISPLAY ADS like this one feature Smith’s packaged 


home-building services. The ads include lists of nationally-advertised 


OVERHEAD GARAGE DOORS are sold at an installed price. In- 


stallation is by one of Smith’s cooperating contractors. 


the contractor. In the case of one of 
our small homes, we can give the 
prospect a price for either materials 
or- for the completed house—again 
with the help of cooperating contrac- 
tors. Overhead garage doors are also 
sold on a unit or package basis since 
we have made arrangements with a 
contractor for installation. This is 
necessary because the installation of 
garage doors in older structures is a 
highly specialized job. 


CONTRACTOR’S PLACE 


Q. You have made frequent men- 
tion of the cooperating contractor. 
Where does he fit into the picture? 

A. Much of the business originated 
by the dealer will be shared eventually 
with the contractor. On the other 
hand, there are many jobs, both home 
building and property improvement 
sales, in which the dealer does not 
participate except for estimates, 
financing and specialized services 
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which the contractor feels the dealer 
is equipped to handle. In these cases 
the contractor is the direct represen- 
tative of the home owner or home 
builder and the dealer is working as 
an agent, assistant or, in a sense, as 
a partner of the contractor. 

Therefore, we consider there is a 
real advantage in the business that 
we originate ourselves which is in 
the nature of a recompense to the 
contractor by the building materials 
dealer for his assistance on other 
jobs. In other words, in this business 
the value of our sales efforts cannot 
be measured by the volume of sales 
directly attributable to the efforts 
made on individual jobs or the cost 
of that effort. 


Q. What is your relationship with 
realtors? 

A. We have cultivated the idea 
that there is a distinct community of 
interest between the building mate- 
rials industry and the real estate in- 


dustry. We have, for example, de- 
fended their viewpoint in connection 
with rent control, government plans 
for home financing and home build- 
ing, although their interests have 
been more directly involved than ours. 
We maintain an associate membership 
in the local real estate board and our 
representatives attended their meet- 
ings. 


Q. Has this cooperation extended 
into the building field? 


A. Yes. In some cases we have 
cooperated with contractors and real- 
tors in the construction of groups of 
dwelling units. This assistance has 
included loans for the purchase of 
land and the financing of the building 
operation. In other cases, we have 
acquired substantial amounts of land 
through a separate company and 
made this land: available to builders. 
This is in addition to our cooperation 
with -contractors on new homes and 
remodeling projects. 


July 15, 1950, AMERICAN LUMBERMAN ©’ 























hat Every Dealer should know 
... to make More Money on Metal Trim! 


“KINTRIM STAINLESS STEEL WALLBOARD TRIMS... 
EASY TO SELL, FOR WE CAN GUARANTEE EASE 


OF INSTALLATION AND DURABLE BEAUTY!” 
Herbert L. Gladieux of Gladieux Coal & Supply Co., Toledo, Ohio, says: 


“Quality, beauty, serviceability, profit! These features describe in a 
nutshell our reaction to Kintrim ‘Easy-Do’ Stainless Steel Wallboard sections. 
They’re easy to sell, for we can guarantee ease of installation and 

durable beauty! When Kinkead Industries designed these sections with 
their closed corners and fitted, notched flanges, they were really 

thinking of the dealer and the man he has to sell them to!”’ 





ia a “INEXPENSIVE TO THE CONSUMER... 
— w= A POPULAR AND PROFITABLE ITEM” 


J. Paul Smith of Baton Rouge, La., states: 


“I’m completely sold on Kintrim SS Wallboard Trims. The shapes are 
designed in accordance with consumers’ wishes—closed-end corners which 
eliminate mitering on the job, rich and attractive stainless steel trims which 
far surpass the dull, run-of-the-mill aluminum trims, and constructed to 
facilitate neat and quick installation. These features appeal to my 
over-the-counter customers. As far as easy merchandising and selling is 














red 
sed 





GENERAL OFFICES: 440 W. SUPERIOR ST., CHICAGO 10, ILL. 





concerned, these Kintrim SS trims are stocked in convenient four-foot 
lengths as well as eight-foot lengths, enabling the customer to purchase 
exactly the quantity he desires. Though inexpensive to the consumer, Kintrim 
SS wallboard trims are a popular and profitable item in 

my specialty business.” 








“PLL USE KINTRIM ON ALL MY TILEBOARD JOBS” 
Willis C. Lay of Seneca Falls, N. Y., writes: 


**Recently I installed some tileboard using your Kintrim stainless steel 
mouldings. It was a pleasure to use this metal, since I was able to install the 
board with very little buckling. I like the idea of eliminating the 

mitering on the cap strip through the use of your corners which have those 
nice closed tops. My customer likes the installation very much, and you 
may be sure I’ll use Kintrim on all my tileboard jobs.” 





@ Take a tip from an ever-increasing 
number of dealers who report that 
metal trim sales began increasing as 
soon as they stocked Kintrim Stain- 
less Steel Wallboard Trims. Discover, 
as they have, how much easier it is to 
sell a profitable volume of these easy- 
to-apply trims—both over the counter, 
and to tradesmen who welcome the 
new work-saving, time-saving fea- 
tures of Kintrim. 

Be first with the latest in your com- 
munity ... write for details and name 
of nearest Kintrim distributor today. 


KINKEAD INDUSTRIES 


INCORPORATED 





FACTORIES: CHICAGO AND LOS ANGELES 


)ME CHOICE WHOLESALE DISTRIBUTOR TERRITORIES STILL OPEN... Write Today! 
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Know the Easy Szege in sanding floors 


BY L. F. STEELE 


American Floor Surfacing Machine Co., 


Toledo, Ohio 


ANY LUMBER DEALERS to- 

day have found it profitable 
to rent floor sanders to their cus- 
tomers, while other dealers have a 
floor sanding crew who do work on 
contract. In either case—the how 
to do it facts set forth in this ar- 
ticle should prove helpful to you— 
whether you are discussing floor 
surfacing and finishing problems 
with a rental customer or with 
your own men who do floor work. 


Floor surfacing and refinishing, 
properly done, means a great deal 
in maintaining good quality wood 
surfaces. While many good floor 
seals, varnishes or shellacs are 
readily available, the problem of 
having good floors goes much 
deeper than the final applied fin- 
ish. The preparatory work, the 
sanding and buffing, go a long way 
in their effect on the final appear- 
ance of the floor. Because there is 
such a great variety of wood floor- 
ing material, it is not possible or 
practical to say that one operation 
is typical of all. However, the fol- 
lowing information will tell in a 
general way about modern floor 
surfacing equipment and methods. 


ABRASIVES USED 


There is little difference in re- 
surfacing an old floor or surfacing 
a new one except that under normal 
conditions one extra cut with a spe- 
cial open coated abrasive is usually 
necessary to remove old varnish or 
paint. Generally, abrasives for 
sanding are used in a series of 
step-downs from the coarse to. fine 
grits with a graduation of one and 
one-half grit sizes per cut. For 
rough, uneven floors or those with 
heavy coats of old finish, it is best 
to choose an open-coat abrasive. 

On this paper the grit is very 
heavy and spaced widely apart so 
the particles of finish do not clog 
it up. It has an extra strong com- 
bination paper and cloth backing 
and is available in grit Nos. 3%, 
4 and 414. The abrasives used to 
follow this on old floors or for all 
cuts of a new floor range from very 
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fine No. 00 to No. 3. These papers 
have a heavy uniform closed coat- 
ing. Figure 1 is a chart suggesting 
the grits used in finishing various 
wood floors. Modern abrasive pa- 
pers for floor surfacing are made 
with an extremely hard, sharp grit 
of silicon carbide. This material, 


with practically the hardness of a 
diamond, is accepted by many as 
the fastest cutting floor paper. 
Three types of machines are con- 
sidered necessary as the minimum 


HEAVY DUTY drum sander commonly 
used by floor surfacing contractors on 
production work. 


CLOSEUP of first cut on diagonal with 
drum sander using grit No. 244. 





for complete floor surfacing. First, 
a drum sander for the body of the 
floor. Second, an edger for borders, 
stairs, closets and small halls. 
Third, a large disc type floor ma- 
chine for final disc sanding of body 
when required and for steel wool- 
ing, buffing and polishing. 


Essentially, the drum _ sander 


consists of an abrasive sheet wrap- 
ped around the drum, powered by 
a 1% or 2 horsepower motor and 
with a device or means of raising 





Ui iil 


ROTARY BRUSH MACHINE for polish- 
ing, steel wooling or dise sanding. 


HEAVY DUTY edging machine (7”) 
= first cut along edges with grit No. 
24. 





Photos courtesy of The American Floor Surfacing Machine Co. 
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and lowering the drum at the be- 
ginning and end of each cut. The 
drum sander illustrated, should be 
heavy duty, between 190 and 270 
pounds, with a removable motor to 
facilitate easy moving. For rental 
to home owners, an 8” machine 
weighing about 100 pounds equip- 
ped with a 1 H.P. motor may be 
used. Drum widths usually are 8 
to 12 ineches—the choice of sizes 
depends on the contractor’s prefer- 
ence and the types of floors prevail- 
ing in his community. 

To sand floors the machine may 
be run On a diagonal to the grain 
of the wood on first cut if floor is 
uneven or has heavy old finish. 
Second cut is usually with grain of 
wood and third or final cut is 
always with grain. 

The second machine, an edger, 
has a small disc about seven inches 
in diameter tipped at a slight 
angle to the floor. In this manner 
a small are, rather than the com- 
plete disc, contacts the floor. This 
is to prevent circular marks and 
when edger is properly used it will 
match the edges or borders per- 
fectly with the body of the floor. 


You may use approximately the 
same grits in discs as used with a 
drum sander. Be sure to alternate 
operations when a series of cuts 
are made with drum sander and 
edger. In no case sheuld the body 
be completely sanded through final 
cut without also using edger be- 
cause difficulty may be experienced 
in trying to make a match of the 
two areas. 

The third machine is a rotary 
brush machine perferably with a 
brush diameter of 14” or more. 
This floor machine is used to buff 
and polish the floor after finish is 
applied. It may also be used for 
dise sanding the floor as a final 
cut. Dise sanding is necessary 
where the flooring pattern forms 
blocks, ete., so that the grain of the 
wood is not in a straight line. In 
this case the disc sander removes 
fine scratches due to cross grain 
sanding. Also on better floor work 
or where seals are applied, discing 
will produce a beautiful, smooth 
floor. The rotary machine is also 
used for steel wooling the floor 
either between coats or dry clean- 
ng. 


©» COMMERCIAL WORK 


Problems confronting the floor 
surfacing contractor will, of course, 
vary with each job. This is par- 
ticularly true in commercial work 
or in institutional work where ex- 
tremes such as large areas or very 
confined private offices require floor 
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work. Because commercial floors 
receive much harder usage, it is 
sometimes necessary to make re- 
pairs, replace damaged flooring and 
generally bring them up to a con- 
dition where they can be satisfac- 
torily resurfaced. Countersinking 
nails and removing other metal 
protrudences is an important first 
step in floor surfacing as other- 
wise you may damage both the ma- 
chine and abrasives. 

As one commercial example, let 
us consider the case wherein a floor 
of badly worn strip-block construc- 
tion had been neglected and im- 
properly finished. On this commer- 
cial floor it was unnecessary to use 
an open coat paper as the old finish 
consisted of a very light coat of 
stain and light oil. The contractor 
in the case illustrated began with 
one diagonal cut, grit 24% abrasive, 
then a second diagonal cut at right 
angles with grit No. 1. A third cut 
with grit No. 0 was made along the 
length of the room. These three 
cuts made with the drum sander 
reduced cross grain cutting to a 
minimum. This was then followed 
with one cut grit No. 0 on a disc 


sander. This was sufficient to re- 
move the fine cross grain scratches 
that would occur in block floors. 

To resurface the edges, the first 
cut with a spinner edging machine 
was made with grit 2% after the 
diagonal drum sanding operations 
were completed. This was followed 
by No. 1 grit on the edger between 
the final drum sanding and the final 
disc sanding operations. The se- 
quence on this job was as follows: 
First cut diagonal 2% grit on 
drum sanders. Second cut diagonal 
grit No. 1 on drum sanders. Third 
cut, grit No. 2% on edger. Fourth 
cut, length of room, grit No. 0 on 
drum sanders. Fifth cut, grit No. 
1, on spinner edger. Sixth cut, com- 
plete floor area and edges with 
large disc sander, grit No. 0. 

Dise sanding can be highly rec- 
ommended as the last cut even on 
ordinary commercial work as it will 
make future maintenance of the 
floor easy and less costly. 

Commercial work may in some 
cases consists only of a floor re- 
surfacing operation in which two 
cuts are made with the drum 
sander. This is many times en- 

















FLOOR 
KIND OF FLOOR OPERATION CONDITIONS GRIT* 
Oak, Maple and Roughing ........... Ordinary Floors ...... 2 
Close-Grained Well Laid Hoors...... 2 
Hardwood Floors ..... Very Uneven Floors... 2!/2 
Very Hard Floors..... 2\/ 
eee Ordinary Finish ...... | 
Fine Finish .......:.. "Vy 
Extra Fine Finish. ..... 0 
Rough Finish ........ 2 
Soft Wood Roughing ........... Ordinary Hoors ...... 3 
PE Hck xccansadauses Pine Floors—Average 
Amount of Pitch.... 3 
Pine Hoors—Lots of 
a 3 
Very Uneven Hoors.... 3 
Finishing ........... Ordinary Finish ...... 1 
Fine Finish .......... V/, 
Parquet Floors ....... Te 2 
Semi-Finish .......... I 
FO... os canes 1 
Cork Tile Hoors....... Roughing ........... 3 
Semi-Finish .......... I 
re 1 





Resurfacing Old 

Floors—Soft and 

Hard Woods ........ 
Roughing ... 
Finishing ... 


Removing Varnish, 
Pama, G68; ...:..... 


Ordinary Condition... 3!/>-4 
Extra Heavy Coat, 
Paint or Varnish.... 41/2 


Sere Ordinary Floors .... .2-1'/ 

eantegione Ordinary Finish ...... '/2 
Fine Fintsh .......4.. 0 
Rough Finish ........ 1 





*Recommended Grits of Silicon Carbide 








countered in lofts or office space. 
Floor surfacing is recommended 
even though the owner intends to 
completely carpet the area, as a 
level floor will lengthen the life of 
any floor covering. 


RESIDENTIAL 


Most new floor work in residen- 
tial construction will consist of 
hard woods in a larger portion 
than encountered in resurfacing 
other properties. Most new work 
will require three drum surfacing 
operations starting with a medium 
coarse grit and finishing with fine. 
Alternate your drum sanding cuts 
with edging machine as mentioned 
earlier in this article. If floor seals 
are to be applied you should always 
recommend disc sanding as the last 
cut as this operation will make 
possible the finest base for seal 
application. 

The greater variety of floor 
problems are found in older resi- 
dences. Even old soft wood floors 
with many coats of paint or floor 
enamel can be surfaced in a satis- 
factory manner. In most cases, old 
work will require an extra initial 
cut with an open coat paper in 


grits of 31% or 4. In extreme cases, 
it may be necessary to use grit 
No. 4%. 

Another rule which may be fol- 
lowed is that old shellacked floors 
do not have as much tendency to 
fill the abrasive as varnished floors. 
In some cases, it is even possible 
to use as an initial cut grit No. 
3% closed coat on a _ previously 
shellacked surface. To conclude 
this article a few “Do’s and Dont’s”’ 
are listed as reminders in the op- 
eration of floor surfacing equip- 
ment. 


Do's and Don'ts 


Do not fail to raise the drum from - 


the floor at the end of each cut before 
the machine comes to a standstill. 


Always keep the drum off the floor 
when machine is not in use. Take 
short steps when operating the ma- 
chine. Drum sander will cut equally 
well on both forward and backward 
strokes. 


Use floor surfacing abrasive paper 
for sanding drum—ordinary “sand- 
paper” is not suitable. 


Never place weights on your ma- 
chine to increase drum pressure. The 
maximum drum pressure is carefully 
determined at the factory. Exceeding 





this pressure will not increase the 
capacity and is likely to overheat the 
motor. . 

When cleaning dust bags, empty 
dust in a closed metal container. 
Never dispose of dust by burning in 
furnace or fireplace. 


Don’t “ride” your edger. The heavy 
pressure only causes the motor to 
slow down and get hot and eventually 
burn out. It likewise cuts down the 
output of the machine. 


Don’t run your edger on 220 volt 
circuit unless the machine is equipped 
with a 220-volt motor. Before plug- 
ging in machine, be sure that the cur- 
rent is 110 volt—otherwise, you will 
ruin the motor. 


Don’t let the edger run when you 
are not sanding. Turn off the switch. 
The armature speed increases rapidly 
when the machine is running idle and 
the increase in speed sets up internal 
forces in the windings of the arma- 
ture and tends to shorten the life of 
the motor. 

Don’t use abrasive disc after it has 
filled up with varnish. It sticks to the 
varnish that has not been removed 
from the floor and applies an exces- 
sive load on the motor which is apt 
to damage it. 

Don’t jam the roller guard against 
baseboards or thresholds. 








‘t=*, assures you of know how 
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mill to dealer, 


4 PACIFIC MUTUAL DOOR CO. 


\ TACOMA BUILDING) « 


Kansas @ St. Paul 4, Minn. 







TACOMA 2, WASHINGTON 
MILLS—OREGON, WASHINGTON, CALIFORNIA 
WAREHOUSES FIVE PRINCIPAL CITIES 

Ge:wood, N. J. © Baltimore 31, Md. © Chicago 8, Ill. © Kansas City 3, 





DOUGLAS FIR 
PLYWOOD 


Douglas Fir 
Doors 

Pine Doors 
Pine Plywood 
Flush Doors 
Frame Stock 


Mouldings 


INDUSTRIAL 
PLYWOOD MFG’‘D 
TO CUSTOMER 
SPECIFICATION 
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Look at the 


Striking New Shado-Tex Design =» 
adds compelling beauty 
fo Flintkote Insulated Sidings 


Pipers seg will be quick to ap- 
preciate the bonus of beauty 
your recommendation of Flintkote’s 
new Shado-Tex Insulated Sidings 
brings to homes. 


Available in either Shake or Shingle 
Patterns, Shado-Tex offers the 
textured beauty of expensive hand- 
split sidings, heightened by the 
simulated shadow line that sets off 
the finished job with a soft, subtle 
eccent. 


And both contractors and home- 
cwners welcome the opportunity to 
do two jobs with one material. 
Point out the fact that Shado-Tex 
S:dings insulate as well as decorate, 
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and watch them nod their quick and 
understanding approval. 


Especially useful for remodeling, 
you'll find that Flintkote Insulated 
Sidings also get enthusiastic ac- 
ceptance for certain types of new 
construction. 


The variety of patterns and designs 
offers a type to suit any architectural 
style, any locality. And the modest 
price ... combined with quick, easy 
installation and exceptional dura- 
bility... gives home-owners a great 
deal for their building or remodel- 
ing dollar. 


You'll want to order fast and heavy 
on this new Flintkote Product. Be 


This is the Shado-Tex, in Shake 
Design, available in white tone and 
cream tone. Shado-Tex Shingle De- 
sign, lower right, is made in white 
tone, cream tone and green tone. 
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sure to ask your Flintkote Repre- 
sentative about it next time he calls. 
Or, if you’re in a real rush, write us. 
We'll see that you get what you 
want... quick! 


THE FLINTKOTE COMPANY, Building 
Materials Division, 30 Rockefeller 
Plaza, New York 20, N. Y. 


FLINTKOTE 
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CARL CROSBY 


Seldom has it been our privilege to 
listen to a more frank and objective 
statement concerning the problems 
of an industry than were contained 
in the annual report of Mr. Crosby 
to his organization. A _ substantial 
extract of his speech is printed below. 

While many of Mr. Crosby's con- 
clusions may be controversial, the re- 
port was so thought-provoking that 
we decided to share it with our 
readers. Comment pro or con is 
invited. 


—The Editors 


ELIEVING IN THE VALUE 

and importance of our services, 
as all men must to keep their self- 
respect, our automatic reaction is 
to justify ourselves to those we 
serve. We have come to believe 
that if we can sell ourselves to our 
sources of supply and our cus- 
tomers, the road ahead will be 
much smoother. 

The need for justification sym- 
bolizes the jobber’s biggest prob- 
lem. Its widespread existence in 
nearly every division of industry 
where there are any jobbers, points 
to an incredible ignorance of the 
basic fundamentals of the whole- 
sale function. The burning away 
of that ignorance with the harsh 
light of cold facts is the big issue 
we face. 

What is our situation? 

A good healthy majority of our 
sources of supply tell us they be- 
lieve in jobbers. They swear they 
have a strong jobber policy. They 
protest to the high heavens, they 
couldn’t do business without job- 
bers. 

Another group of manufacturers 
are a little fairer to jobbers. They 
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Plain words 
plainly spoken 


By CARL CROSBY 


President 
National Plywood Distributors Assn. 


have no use for us at all. They 
sell everything direct to dealers or 
contractors. 

Finally, there is that brave 
group of manufacturers who dis- 
tribute only to wholesale distrib- 
utors. They have a strict jobber 
policy and they live with it. 

On the other side of the fence 
are our customers — our dealers. 
At one minute they are screeching 
protests at manufacturers that 
their big volume entitles them to 
buy as jobbers. At the next, they 
are berating our shipping clerk for 
not having delivered that special 
wall tile yesterday that the dealer 
expected to order tomorrow. 

Last but not least, there is the 
jobber—caught square in the mid- 
dle of an economic tug-of-war— 
not knowing quite how he got 
there. 


WHOLESALER’S POSITION CHALLENGED 


Today, the wholesaler’s position 
has been challenged and weakened 
from two directions: 

1) The expansion of manufac- 
turing into gigantic mass-pro- 
ducing industries, generated 
pressure for ever-increasing 
sales volume. 

2) The parallel expansion of 
large scale retailing in the 
form of chain systems and 
mail order houses has gener- 
ated counter pressure for 
direct buying in the hope of 
securing lower prices. 

In passing, bigness—that phrase 
the Fair Dealers love to bandy 
about—seems to be one of the arch 
enemies of the wholesalers. Today, 
as never before, the smaller manu- 
facturer and retailer would quickly 
fade from the picture if whole- 
salers were eliminated. Fact num- 
ber one that emerges from our re- 
search is that the wholesaler is the 
strongest protagonist of small 
business. 

Size, in a different application, 
is the ruling factor in fact number 
two. This time it is the size of a 


dealer’s normal purchases in nor- 
mal times. The bedrock foundation 
of the jobber’s function is what 
economists call “breaking bulk.” 
In plain English this means pur- 
chasing from a manufacturer in 
his ideal shipping unit—generally 
a carload in our industry—and re- 
selling to the dealer in units that 
meet his requirements. 


At the other extreme, there are 
countless products—mostly special- 
ties—where dealer purchases are 
normally or always below the car- 
load level. 


Between these two extremes lie 
most of the products we distribute. 
They can be divided roughly into 
three classes: 

Class I: Products with a turn- 
over fast enough so that medium 
large and large dealers can profit- 
ably buy direct in normal times. 
Roofing is probably a good illus- 
tration. Jobbers are vital only to 
the small operators. 

Class II: Products with a turn- 
over fast enough in boom times 
so that medium large and large 
dealers can profitably buy direct. 
But only the largest line yards 
would touch a straight carload of 
these with a ten-foot pole in normal 
times. 

Class III: Products that only 
the largest line yards could handle 
economically in even the best times. 
For the most part, these are ma- 
terials that are produced in a mul- 
tiplicity of sizes and styles. 


WHOLESALER INDISPENSABLE 


Fact number two is this. The 
wholesale function is indispensable. 
It cannot be eliminated. But, as 
the direct result of large-scale pro- 
duction and retailing, this function 
may be performed by the manu- 
facturer or the dealer instead of 
the independent jobber. 

Many manufacturers have 
achieved marked success from ex- 
tensive consumer advertising. The 
rapid growth of point of purchase 
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Expand Your 
Sales Opportunities With 


PHENIX '-700 


Wedgelock Overhead Type 
Garage Door 


There’s a good profit in the Phenix No. 700 Wedgelock — 
and many ways for you to earn it... for here is an overhead- 
type garage door that is packed with engineering advantages 
that people want. When you can offer so many practical 
convenience features without a premium in price, you’re com- 
petitively primed for volume sales. And that’s what Phenix 
dealers everywhere are doing. Phenix 
production capacity has been in- 
creased to help enlarge your sales 
opportunities. Write. 


















The picture below 
illustrates the low 
overhead feature. 
The door is thrown 
back at the abso- 
lute start of the up- 
swing. Less than 4 
inches of head- 
room is required— 
far less than most 
other doors. 














You see above the 
Wedgelock feature 
with the offset track 
that brings the door 
down tight against 
the jamb — weather- 
proof against the ele- 
ments. 


Above is the patented 
Phenix lock that needs 
« key only for open- 
ing. A push button 
locks it securely when 
the door is closed. 





PPHENIX MANUFACTURING CO., Inc. 


129 North Port Washington Rd © Milwaukee 12, Wis. 
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IF YOU WANT 


THE BEST! 

\ 2 

Nterl mg 
HARDWARE 


MADE RIGHT + PRICED RIGHT 


STERLING is the Leader 
in Sliding Door Hardware 






cn, 


fo 
No. 840 No. 845 No. 850 No. 860 
HANGER HANGER HANGER HANGER 
For side For top mount- For top mount- Ideal for 
mounting. Not ing. Not ad- ing. Fully pocket doors. 
adjustable. justable. adjustable. 


KEEP INVENTORY DOWN WITH STERLING...A 
hanger for every door . . . only one track for all. 


STURDILY CONSTRUCTED—Hangers are steel, cadmi- 
um plated. Will carry doors up to 100 Ibs. Track is 
steel, finished in blue-gray baked enamel. 


SIMPLE TO INSTALL—No special woodwork required. 


EASY TO ADJUST— Adjustment is convenient and ac- 
cessible with ordinary wrench, 


QUIET ACTION—Roller is smooth high strength molded 
phenolic, Oilite bearings. Doors glide easily. 


EDGE PULLS 


No. 881 No. 882 














FLUSH PULLS 











No. 873 No. 871 No. 872 


OTHER STERLING HARDWARE PRODUCTS: Casement hardware, storm sash 
hardware, Pull-tite closers for casement windows, closet and cabinet doors. ° 














WRITE TODAY FOR ILLUSTRATED CATALOG AND PRICE SHEET! 


Sterling Hardware Manufacturing Co. 


2345 Nelson Street, Chicago, 18, Illinois 
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SASH BALANCE 
aud 


WEATHERSTRIP 





Available 
with or without bronze covers that completely 
hide spring, as shown above. 


PERMITS REMOVAL OF 
SASH WEIGHTS, INSULA- 
TION OF MULLIONS. 


Slash Labor Coste 


Simple installation allows one man to 
easily install 30 or more windows in 8 
hours. No high-priced skilled labor needed. 
This means you can get more satisfied 
customers at lower cost ... higher profit! 


_ se 
Tops tn Operation! 
Smooth, positive action; accurate balance; 
finger-tip control plus the perfect seal 
against draft, dust, moisture. No wood-to- 


wood contact. Prevents sticking windows 
and window rattle. 







EFFICIENT ge¢¢me FOR OLD 
Low G2Z077R— on NEW 
COST BUILDING 


ATTENTION MILLS AND LUMBER YARDS 


IDEAL FOR PRE-FIT WINDOWS 
Can Also Be Sold in Single Unit Packages 


Mail this coupon today! 
Milwaukee Strip Service, Inc. 
4621-23 W. Lisbon Ave. 
Milwaukee 8, Wisconsin 
Please rush me folder L-7 and price list of 


Milwaukee Combimation Sash Balance Weather- 
strip. 





promotion has emphasized the ap- 


palling weakness of dealers when 
it comes to follow through on 
a specific manufacturer’s specific 
product. The average dealer is 
much too prone to let the consumer 
make a free selection of anything 
the dealer carries. These manu- 
facturers, champing for greater 
control over the distribution of 
their product at the point of sale, 
may see the jobber as an obstacle 
in the path of that control. Coupled 
with the dealer’s natural urge to 
buy cheaply, the desire for market 
control will tend to persuade manu- 
facturers to eliminate the jobber. 
Dealer ability to buy on a carload 
basis and maintain adequate stocks 
at a profitable turnover will be the 
determining factor. 

It is one of the bitter ironies of 
the jobbing business that the more 
efficiently we pioneer and develop 
national distribution for manufac- 
turers, the more likely we are to 
eliminate the need for our services. 
Not one of the manufacturers who 
today sells dealers direct could have 
reached that position without the 
services of wholesalers. And when 
a market reaches a point where a 
manufacturer can take over direct 
distribution in his own behalf, he 
will do it nine times out of ten. 

Jobbers must frankly face the 
fact that for certain types of ma- 
terials their main function is to es- 
tablish a national market. Once 
that is accomplished, they can only 
bow out with whatever grace they 
can muster. 

On the other hand, many other 
materials are essentially jobber 
products. These can never be effi- 
ciently marketed without the serv- 
ices of the jobber. The alert dis- 
tributor will constantly comb his 
line to make sure the back-bone of 
his business is made up of these 
jobber products. 

There is one more important fact 
that I believe every jobber must 
face squarely. Wholesaling is no 
longer a habit-compelling groove 
through which manufacturers must 
channel their products. Manufac- 
turers have a choice. They may sell 
direct to the dealer or even the in- 
dustrial consumer. 


TIME TO FACE FACTS 

I believe the time has come for 
all wholesalers to face these unpal- 
atable facts. We might just as well 
recognize that for Class I products, 
by-passing the jobber will be the 
inevitable course of events in most 
cases. And that manufacturer of 
Class II products will show a 
marked tendency to cut corners and 
make house accounts of the biggest 





and easy-to-sell customers. Only 
with Class III products are we rea- 
sonably safe. 

Bluntly stated, our resistance to 
by-passing was an attempt to freeze 
distribution channels regardless of 
the necessity for the jobber func- 
tion through arbitrary action by 
the manufacturer. The manufac- 
turer was asked to protect our con- 
tinued participation in our markets, 

In one case after another the 
manufacturer has been unable or 
unwilling to grant this protection. 
Some have tried sincerely only to 
have competition force them to 
abandon the policy. Just as many 
more, impelled by their desire to 
exercise maximum control at the 
point of purchase, have dumped the 
jobber at the first opportunity. 
Truly, the old dream of a strict 
jobber policy will remain a reality 
only where our services are needed 
most. There our absolute essen- 
tiality is all the protection we need 
—and the only protection we will 
ever get from anyone. 

JOBBERS PROTECT DEALERS 

Although jobbers receive no pro- 
tection from their sources of supply 
or their customers, most jobbers 
assiduously protect their dealers. 
“Thou shalt not compete with thy 
customers” is the eleventh com- 
mandment for nearly all legitimate 
wholesale distributors. 

I suggest that we put this rule 
that has been the very core of sound 
jobber policy through the acid test 
of economic facts and see where it 
is leading us. From where I sit, | 
am beginning to more than just 
suspect that the strict application 
of this eleventh commandment has 
already weakened the importance 
and strength of jobbers. Its con- 
tinued application can make dam- 
age permanent—perhaps fatal. 

First, we all recognize that every 
manufacturer is interested in just 
one thing —selling the maximum 
volume of his product at the high- 
est profit. He doesn’t give a tinker’s 
damn for the jobber or, for that 
matter, the retail dealer as such. 
They are important to him if and 
only if they increase volume, cut 
costs, and raise profits. There isn’t 
a manufacturer in this room who 
wouldn’t junk the jobber or the 
dealer tomorrow if he could bank 
more money in the long run by 
doing it. What’s more, he’d be a 
fool if he didn’t. 

As for the dealer, he is in busi- 
ness for a profit, too. He is going 
to buy as cheaply as he can to in- 
crease the spread between cost and 
selling price to the limit. There is 

(Continued on page 115) 
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extra white 























Your customers will appreciate 
Trinity, the whitest white cement. Gives 
uniformly excellent results. Widely 
advertised to architects and users for 
years. Used in volume in archi- 
tectural concrete units, terrazzo, 
stucco, paint, etc. Other uses 

include light reflecting floors, 


ornamental work, tile setting, etc. ma 
Trinity meets Federal and ASTM 
specifications. Carry it in stock. 
Trinity Division, General Portland 
Cement Co., 111 W. Monroe St., Chicago; 


94 18S, wer 


TRIKE 


& 







Ss? 
Republic Bank Bldg., Dallas; 816 W. 5th St., Ser, 
Los Angeles. WHITE Cyy. 






PORTLAND CEMENT | 
WON-STamins : ° 
as white as snow 





TRINITY WHITE is a frue Portland Cement 





A 3-FOLD SERVICE 
for Buyers 


1. Millwork from modern remanufacturing plants located 
in the heart of the Ponderosa Pine region, particularly 
packaged trim, inside door jambs, standard lineal 
mouldings, furniture dimensions and other specialty 
items. 





2. Firpine-manufactured lumber, mouldings and cut-stock from our 
lumber operation. 


3. Wholesale Service in practically everything in Western Soft- 
woods. 






Put your needs up to Firpine. 


R * OUR MOTTO: "If I#’'s Made of Wood, We Sell It." 


Propucts COMPANY 
P. O. BOX 188 — OSWEGO, OREGON 






R. A. Holmes 
Cc. F. Mimnaugh 
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Two Kinds of Success Stories 


Is your business made up of temporary successes— 
profits one minute and slumps the next—or is it a 
solid success? Here is a widely-tested plan resulting 
in much steadier profits for everyone. It has already 
proved itself in industries where lack of cooperation, 
slow-downs and heavy losses threatened. 

Developed by a former cost accountant, Joseph Scan- 
lon, this plan gives all employes of every department 
much greater incentive for working together with 
management—turning out their best work—and help- 
ing to improve each other! Here’s how the Scanlon 
plan works. Every month, employes are awarded 
a bonus of the total savings they effect on their own 
costs during that month... while management profits 
from greater efficiency, greater output of work, fewer 
customer complaints—with no proportionately great 
increase in total overhead. Here are three big “pluses” 
you can get for your company with this plan. 

1. Better suggestions and much stronger coopera- 

tion on saving time, work and waste all down the line. 
Since the rewards go to everybody, everybody cooper- 
ates instead of holding back for fear of reprisals from 
fellow workers, or thinking, “What’s the use... I'll 
never get anything out of this ... or it’s the top 
brass that will get the real pay-off.” 
2. Better customer service. Frequently, many of 
us inaugurate all kinds of incentive systems for our 
star salesmen—but overlook the fact that to get top 
results consistently, we have to give our salesmen 
star backing. Too often, many of us forget that in 
the eyes of our customers accurate estimates, correct 
bills, courteous telephone service and quick, efficient 
deliveries are as much a part of our product as the 
materials we sell. Or realizing this, we often feel 
helpless to get this kind of service out of non-execu- 
tive, lower-salaried employes. 


3. Better chance of tackling bigger, more profitable 


jobs. For instance in one plant under the Scanlon 
plan, management was about to turn down a big job 
when one of the workers sprung up and said it could 
be done at a profit without increasing the price and 
without cutting quality if the rest of the staff were 
permitted to help management plan the job. Knowing 
they were all to benefit, everybody pitched in with a 
will. It worked and the whole company profited. 


Pay Check Psychology 


One of the best ways to develop respect for a job 
and the desire to do better work is to develop genuine 
respect for each pay check and what it represents. 
3egin now expressing company appreciation for good 
work and encouraging your employes to do better 





By Norm Advertising, Inc. 
New York, N. Y. 
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work by enclosing a note in each pay envelope explain- 
ing what has actually earned that money! 

For example, a pay check memo to clerical person- 
nel might read, “Often many of us are so busy, we 
forget what we have actually done to earn our pay 
checks. We especially want to thank you for all your 
friendliness and tact in human relations within the 
company—for all your efforts to keep interdepart- 
mental business running smoothly—and for sticking 
with tough problems. It means a great deal to all of 
us. (signed) Timothy Raines, Director.” 

A particularly important type of pay check memo 
is that prepared from time to time by the individual 
department head, reporting directly on the progress 
of his specific group. Take this one, for example. 
“This week, I felt especially proud being able to re- 
port to Mr. Lake, our treasurer, that our department 
has saved more than any other department in over- 
head costs this month. Again I should like to thank 
every one of you for your fine cooperation and sug- 
gestions. (signed) John Randall, Plans Department 
Manager.” 

Note how these thank-you notes appeal to the best 
in your staff members—how they help increase self- 
respect and pride in the job. Note, too, how carefully 
they emphasize personal characteristics and practices 
you want to encourage—how they relate performance 
to pay check without sounding “preachy” or pompous. 
Also notice particularly how the last example gets the 
idea across to employes that their work has been 
brought to the attention of higher-ups . . . that their 
chief is grateful for their efforts and honest about 
giving them due credit for their ideas and help instead 
of being a credit-hog. 


Stop George From Doing It! 


One of the greatest causes of inefficiency at the 
lower levels of employment is the department super- 
visor who thinks other people are stupid. Usually he 
turns into a One-Man-Band. The guy does everything 
so well himself, he can’t resist thinking and breathing 
for everyone underneath him. Result: Everyone gets 
so tired of having everything blueprinted for him he 
no longer bothers to listen or think. 

It takes self-respect to do a good job whether it’s 
a simple, routine one or a big one. And it takes 
humility to bring out the best and most efficient work 
in non-executive and junior executive personnel. The 
humility to listen more and say less. Where employes 
have been “nurse-maided” for a long time, miracles 
won’t happen over night. But even six months of 
encouragement and stress on the self-reliance of 
everybody can work some wonderful changes. Stop 
and think a minute—are you one of those Georges 
who outline and diagram more than you realize? No 
wonder you’ve been working so hard lately! 


c 
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You Can't Trust 
ROSBORO QUALITY LUMBER 
slain- CHOICE OF UNIT 
rson- 
"pay 
your e 100% Concealed 
» the Completely hidden in the sash 
part- at all times. Eliminates exposed 
‘kina parts which mar interior beauty 
ving of a well designed and well built 
ll of sash unit. 
e Rapid Installation 
rem Speed assembly comparison tests 
idual at sash manufacturer’s plants 
Press prove Hidalift as fast to install 
; le as other vertical sash balances 
nple. that have less desirable features. 
» re- No special tools required. 
— e Two Methods of Tensioning 
yver- Hidalift is the only balance that 
hank A mule is a pretty unpredictable animal, — if = ba tensioned ary —_ 
sug- ‘ ‘ i é ; = : or after it is installed in work- 
aie especially with his two hind feet! You never ing position without removing 
know when to trust him. But you don’t have be SERENS GE Senge. 
best to be distrustful when buying lumber. Just = ° Prevents Tension Loss 
self- me" . gg ta fie. a Hidalift features the non-slip 
aa specify ROSBORO lumber fin quality, jiffy clutch which prevents loss 
— old growth, Douglas Fir and West Coast a of tension during or after in- 
bices : stallation. 
aol Hemlock. " ' : 
eae: e Self-Centering Guide Arm 
— More and more dealers are putting their Hidalift is the only balance with 
the cits See Wiis Getic tia ple a self-centering die-bushing 
weal rust in Roshoro umber. Rosboro’s plant which provides positive self- 
heir was designed and built to cater to lumber centering of balance thereby 
bout yards. You can order in straight cars or in pt be Adi ae 
, : : * 
tead mixed cars, tailor-made to meet your needs. crew Driver Adjustmen 
’ The only balance that can be 
7 a ae — ; adjusted after years of tension 
For the best in service and building lumber cis camel fete sack - 
— dimension, small and large timbers, se: The Turner & Seymour Mfg. Co. 
; boards, D&M, Shiplap, finish, trim, mould- TORRINGTON, CONNECTICUT 
e ; ia age ‘ 
be ings, ceiling, siding, flooring, porch step- 
“~ ping, ete. —send your next order to Ros- 
ling boro. You can trust Rosboro every time! 
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10 Years of Good Going 

Dollar volume of construction rose 
from $4.5 billion in 1939 to $19.3 bil- 
lion in 1949, making it the number 
three industry. Only food and ma- 
chinery exceed it. 1950 promises to 
beat 1949....eleven continuous years 
of exceedingly good going—the long- 
est period of unprecedented building 
prosperity in our history. All of 
which means that there will probably 
never be a better decade in which 
to make more saitsfactory profits. 


Shortages are annoying. Over- 
ages are ruinous. 


Many Men of Same Mind 


In 1939, 215,000 builders and con- 
tractors employed 1,074,000 men. Ten 
years later approximately the same 
number of firms employed 2,341,000. 
(We obtained our figures from In- 
dustrial Marketing.) In ’39 the aver- 
age contractor employed five men. By 
’49 this number had increased to 11. 
Building supply and lumber dealers 
had sales of $6 billion last year. Big 
business is the word for it. 


Biggest advance has been made 
in output per man. 


Doing It Better... 
And Faster 


Wages, too, have zoomed to new 
highs but, fortunately, with greatly 
increased productivity per man due 
to power equipment....saws, drills, 
screwdrivers, sanders, paint sprayers, 
excavating machines, tractors and in- 
numerable other labor-saving devices. 
Otherwise the hourly rate and the 
amount of work wouldn’t come close 
to today’s highs. 


Query by Olmsted & Foley (Ad- 
vertising): “Are you doing as 
much to keep your customers 
sold as you did to sell them in 
the first place?” 


“Living High on a 
Low Budget" 


This heading appealed to us. We 
came across it in one of the New 
York daily papers where it is possible 
to read page after page of fascinating 
ads featuring attractive, efficient 


modern homes—no down payment, 
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monthly 
rent. “In 
home everything is expensive but the 


than 
ranch 


lower 
big six-room 


installments 
this 


price” reads the copy....“full-size 
dining room, colored ceramic tile bath, 
complete kitchen with electric range, 
refrigerator and formica sink top, 
Delco oil burner, hot-water heat, hard- 
wood oak floors, instant hot water, 
venetian blinds, recessed radiation, 
casement windows, full insulation, 
6000 sq. ft. plot, 50 minutes to Times 
Square.” Total price, in case you’re 
not interested in the rent-like 
monthly payments, $10,490 with ex- 
pansion attic. 


After reading the above ad one 
is forced to conclude that our 
bureaucrat public housers missed 
the boat a million miles when 
they insisted, during the peak 
of the housing shortage, that 
our home building industry 
wasn’t equal to the job! 


Hollywood Scene 


Imbedded in a plate glass window 
of a department store at Hollywood 
and Vine, according to a friend of 
ours, is a modernistic sculptured metal 
head. On the head where the ear 
should be is a round bit of grillwork. 
On one side is a sign reading: “TEL- 
IT-TO. While standing here you can 
conveniently order any merchandise 
in any window. Right now!” You 
drop a quarter in the slot, wait until 
the ear lights up, speak distinctly 
giving your name, address, size, color, 
etc., and whether you wish the mer- 
chandise charged or sent COD. When 
you have finished, the quarter is re- 
turned and you go happily on your 
way—we hope. 


Good advertising encourages 
eye-ing, promotes buying. 


Honk .. . Honk! 


The automobile is changing the 
face of America, according to W. C. 
Truppner, chief of the business divi- 
sion of the Census Bureau, who re- 
cently called attention to the fact that 
the number of retail stores in New 
York, Chicago and Detroit had de- 
creased 11 percent in 10 years and 
that their sales, although larger than 
prewar, had not grown nearly as much 









as sales in out-lying areas. It’s the 
decentralization movement that is tak- 
ing stores out of the congested down- 
town areas and setting them up in 
the suburbs where people can get to 
them in their cars. 


The traffic problem is now the 
major headache of downtown 
stores. 


The Big Shift 


Mr. Truppner takes Washington, 
D. C. as a typical example of what 
is happening. Downtown stores in- 
creased their sales volume 175 per- 
cent since 1939 while the area out- 
side the city experienced a_ sales 
growth of 366 percent during the 
same period. We obtained this inter- 
esting information from “The Round 
Table” in the Chicago Journal of 
Commerce. 


F. J. Lunding, new chairman 
of the executive committee for 
Lever Brothers Co. and presi- 
dent of Jewel Tea Co. is de- 
scribed as “a paragon of sim- 
plicity and an apostle of friend- 
liness.” 


The Human Element 


President Lunding puts lots of em- 
phasis on the human element in busi- 
ness. It is his belief that financial 
interests alone (good pay isn’t enough) 
do not govern the happiness of most 
persons —that instead, satisfaction 
achieved from a job well done pro- 
vides the true pleasure found in life 
by Americans. 


What makes a good executive? 
“Maturity is the outstanding 
quality,” says Mr. Lunding. 
“Next, ability to get along with 
and a real liking for people.” 


The Successful 
Merchant's Duty 


“He must increase the good-will of 
his customers,” according to the able 
executive who guides the destinies of 
the Jewel Tea Company. “This takes 
him into the realm of emotion.... 
‘How does Mrs. Brown feel about 
Jewel?’ It is the spirit of this busi- 
ness that is the elusive something that 
helps to draw customers.” 
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for WESTERN % WOODS 


















Specializing in Mixed Cars 
of 


IDAHO WHITE PINE 
PONDEROSA PINE 
ENGELMANN SPRUCE 
INLAND RED CEDAR 
FIR AND LARCH 


FRAMES 
CUT STOCK 
MOULDINGS 
CUT-TO-LENGTH TRIMS 
Sales Office: 


449 Peyton Building 
P.O. Box 1290 


Teletype — Sp-105 
Telephone MAdison 0121 
SPOKANE, WASHINGTON 


for name of nearest wholesaler call 





Pack River Lumber Co., Sandpoint, Idaho 
Representing [ Northwest Timber Co., Gibbs, Idaho 
Thompson Falls Lumber Co., Thompson Falls, Mont. 




















It pays to rely on a dependable source of sup- 
ply. Eight modern mills at your service to 
bring you lumber products that are unsur- 
passed grade for grade. Look to T W & J for 
top quality always, when ordering—Ponder- 
osa Pine, Sugar Pine, White Fir, Douglas Fir, 
Incense Cedar; also Pine doors, Pine and Fir 
mouldings, Pine plywood, cut stock. 


P. O. Box 1731 
STOCKTON, CALIF. 
Stockton 4-4563 ¢ Teletype SK 2 


1 Montgomery Street 
SAN FRANCISCO 4, CALIF. 
DOuglas 2-2060 * Teletype SF 531 
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SEND FOR THESE: 





Better Farm Buildings With Ex- 
terior Plywood is a 28-page booklet 
containing basic how-to-do-it infor- 
mation and suggestions on building 
better, more profitable farm build- 
ings. The booklet gives specific data 
on all types of farm structures in- 
cluding farm homes, service buildings, 
remodeling and equipment along with 
technical information, plywood types 
and grades, recommended building 
procedures and how to apply, fasten 
and finish plywood. Fully illustrated 
with over 100 photographs, charts, 
tables and construction details. Single 
copies of Better Farm Buildings With 
Exterior Plywood are available free 
to all dealers, builders and agricul- 
tural leaders. Write Douglas Fir Ply- 
wood Association, Dept. AL, Tacoma 
2, Wash. 


International Trail, published by 
the International Harvester organiza- 
tion is designed primarily for truck 
fleet owners and leaders in the truck 
transportation field and _ will be 
mailed to owners of five or more 
trucks on lists supplied by Interna- 
tional dealers and branches. The 
magazine, with full-color cover and 
many full-color pictures throughout, 
features concisely written trucking 
articles. The publication, to be is- 
sued six times a year, is of business 
magazine size. Write International 
Harvester Company, Dept. AL, 180 
N. Michigan Ave., Chicago 1, IIl. 


“Use the Right Grades of Lumber 
in Your Home,” an attractive folder 
in color, includes grade use guides 
for economical one-story and two- 
story house construction. Informative 
pamphlets, titled “A Talk about White 
Pocket Lumber,” “Sitka Spruce Lum- 
ber” and “Western Red Cedar Lum- 
ber” are also available from the 
West Coast Lumbermen’s Association, 
Dept. AL, 1410 S. W. Morrison St., 
Portland 5, Ore. 


New bulletin describes Central 
Metal Strip’s combination sash bal- 
ance and weatherstrip combination. 
Included in the bulletin is material 
covering advantages, installation fea- 
tures, size ranges, spring chart to 
show clearly the correct size spring 
for any window, and diagrams illus- 
trating the operation and construc- 
tion of the sash balance. Write Cen- 
tral Metal Strip Company, Dept. AL, 
4343 North Western Ave., Chicago 
18, Ill. 


A factual dealer-presentation bro- 
chure is currently being issued to all 
American Kitchens distributors for 
use in a forthcoming Mid-Summer 
drive for new dealers. The attrac- 
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tively styled brochure is built around 
a 10-point analysis of the steel kit- 
chen business and its profit potenti- 
alities for the new dealer. Copy has 
been kept to an absolute minimum 
and illustrative material features 
line drawings of American Kitchens 
products. The theme follows the title 
“Let’s Talk Business” and ends with 
the admonition “Let’s Do Business.” 
Write American Kitchens, American 
Central Division, Dept. AL, Conners- 
ville, Ind. 


Incense Cedar Information is of- 
fered in a new illustrated Facts 
Folder which outlines the botanical 
history and _ classification, growth 
range, properties and uses of Incense 
Cedar. Available without charge to 
dealers, architects, builders and 
schools, the four-page 8%x11” folder 
is the eighth in a series devoted to 
the three Western Pines and Associ- 
ated Woods. The series now includes 
Idaho White Pine, Ponderosa Pine, 
Sugar Pine, White Fir, Lodgepole 
Pine, Engelmann Spruce, Western 
Red Cedar and Incense Cedar. Fold- 
ers on Larch and Douglas Fir, now 
being prepared, will complete the set. 
Single copies and quantity rates may 
be secured from Western Pine Asso- 
ciation, Dept. AL, 510 Yeon Building, 
Portland 4, Ore. 


Masonry Anchoring Devices and 
Allied Products are featured in Bul- 
letin No. 120 recently announced by 
U. S. Expansion Bolt Co. The manu- 
facturer’s complete line is included: 
lag screw expansion shields, machine 
bolt expansion shields, machine screw 
anchors, wood screw anchors, nail 
anchors, wire rope clips, wire rope 
thimbles, toggle bolts, turnbuckles, 
bent wire eye bolts, one hole pipe 
clamps, carbide tipped drills, star 
drills, cold chisels. Write U. S. Ex- 
pansion Bolt Co., Dept. AL, 613 State 
St., York, Pa. 


Specification Chart of Hardware 
Finishes is available. Ajax Hardware 
Manufacturing Corporation is ‘'mak- 
ing free distribution of a hardware 
finish and comparative symbol chart. 
This chart lists all of the common 
builders’ hardware finishes with sym- 
bols as established by the U. S. Bu- 
reau of Standards. Charted with this 
are 29 manufacturers with their re- 
spective symbols corresponding to 
those of the U. S. Bureau of Stand- 
ards. This guide is presently being 
used in many quarters as a means of 
expediting shipments and especially 
to avoid errors. Moreover it tells 
which manufacturers do and do not 
process in the specific finishes. Write 
Ajax Hardware Manufacturing Cor- 
poration, Dept. AL, 4851 Valley 
Blvd., Los Angeles 32, Calif. 


Flexible Display Features 
Household Paint Brushes 
Rubberset Company is offering a 
new permanent display free with 
the purchase of its B-2 assortment 
of popular household paint brushes, 
Considered to be the most flexible 
brush display ever designed, it can 
be used as an angular counter dis- 
play, mounted on a wall, set up 
straight as an island display, or 





hinged on the side to be used as a 
swinging panel display. Made of 
perforated metal in a modern gray 
baked enamel finish, this panel is 
26” high and 18” wide. With each 
unit, 12 hangers are provided which 
can be placed at any spot on the 
board. Write Rubberset Company, 
Dept. AL, Haynes Ave. and Lincoln 
Highway, Newark 5, N. J. 


Super Kem-Tone 


Super Kem-Tone, a completely 
different, ready-to-use interior wall 
paint available in an amazing 
range of colors, is being introduced 
in selected areas by the makers of 
Kem-Tone and Kem-Glo. It is said 
to provide for the first time deep 
colors which apply as easily as 
pastels without streaking or lap 
marks. Super Kem-Tone is guar- 
anteed washable by the manufac- 
turer. Its tight, non-porous sur- 
face is both water-repellent and 
dirt-repellent, resisting even ink 
and crayon. After it is thoroughly 
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drv. washing with regular house- 
hold paint cleaner does not affect 
the finish. Super Kem-Tone is 
available in beautiful new colors, 
from smart deep tones to popular 
pastels, selected by leading color 
consultants. This new paint applies 
equally well on wood, brick, metal 
and other interior wall materials, 
and on wallpaper, old paint and 
plaster. It comes ready to use from 
the can, requiring no thinners, and 
may be applied with brush, spray 
or Roller-Koater. Super Kem-Tone 
dries within an hour, leaving no 
“nainty” odor, and a single coat is 
usually sufficient on most surfaces. 
Write The Sherwin-Williams Co., 
Dept. AL, Cleveland 1, Ohio. 


Swing Shelf Cabinet Base Unit 







saeieemeeanien ime 1 


New, swing shelf base unit util- 
izes corner space. It brings pots 
and pans out into the open—easy 
to see, easy to reach, easy to clean. 
Write Kitchen Maid _ Kitchens, 
Dept. AL, Andrews, Ind. 


Billy Beaver Ad Service Makes 
10-Day Free Examination Offer 
The “Billy Beaver” newspaper 
advertising campaign covering 52 
weeks as prepared with the assist- 
ance of a successful dealer is 
offered on a 10-day free examina- 
tion basis to lumber-material deal- 
ers reading this publication. “Billy 
Beaver” ad service is being sold 





on an exclusive basis to only one 
dealer in a town on a first come 
first served basis. Basic size of ads 
is two columns wide by 314” deep, 
but. may be run larger at dealer’s 
option. Cost of the “Billy Beaver” 
campaign consisting of an attrac- 
tively bound book containing 52 
different ads plus 52 newspaper 
mats is $26.00. Dealers who would 
like to take advantage of the 10-day 
Tree examination offer on the “Billy 
caver” ad campaign should write 
radham & Company Advertising, 
Dept AL, Piedmont Bldg., Greens- 
boro, N. C. 
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ls this invoice correct ? 





Yes -™= tape of the Remington Rand 
Printing Calculator proves it! 


It pays to bill your customers with correct lumber extensions. Just as it’s a 
“must” to check invoices on all goods you receive from your suppliers! 

Whether you figure your invoices on the board foot, square or running 
foot basis, this calculator that prints as it figures is your assurance of unas- 
sailable accuracy. 

And you'll be pleasantly surprised at the speed the Printing Calculator 
brings to all your figure work. It really hustles through payroll, statistical or 
tax problems, inventory, shipping or delivery cost figuring, millwork or 
depreciation schedules. 

Write today for details on how to be accurate and thrifty with the Printing 
Calculator! Business Machines and Supplies Division, Room 1681A, 315 
Fourth Avenue, New York 10. 


Remington Frand. 


PRINTING CALCULATOR 



















FREE_ nancy Lumber Con- 


version Table for short-cut oat 
uring. Send name and addre 


on penny post-card. 











Copyright 1950 by Remington Rand Ine, 
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New Packaged 
Steel Girder Bridge 


Fully packed for over-the-coun- 
ter sales is a new series of steel 
bridges for farms, golf courses, 
parks, etc., introduced by the H. D. 
Campbell Company. The bridges 
may be erected quickly, as a per- 
manent or temporary installation, 
by one man and without special 
tools or skills. The 12 different 
packages available provide bridges 
in lengths from 14’ to 60’, in widths 
from 6’ to 16’, in capacities from 
10,000 to 30,000 lbs. A broad mar- 
ket thus is covered, providing a 





substantial unit of sale, without 
installation or service problems. 
Each bridge package, designed to 
meet certain load and span re- 
quirements, consists of trussed 








WM. HORNER 


y HORAK 


--the oldest name in 








HARDWOOD FLOORING 


Grandfather Wm. Horner who pioneered the 
mass production of hardwood flooring in the United 
States, little realized that nearly three quarters of a 


century later, his son, and yet a third generation, 
would brand his name on superb maple flooring 
destined for all parts of the world. 


The oldest name in hardwood flooring has gained 
a reputation that inspires dealer confidence. Exact- 
ing standards of quality and undeviating integrity 
in business relations have become a Horner tradi- 
tion that is reflected in hundreds of dealer friend- 


ships of long standing. 


If you are not a Horner dealer, join this respected 
group! Represent the finest Northern Hard Maple 


Flooring that is made! 


Write today for free copy of stock and price list. 


HORNER FLOORING CO. 


217 MAPLE AVENUE, DOLLAR BAY, MICH. 
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steel girders and supporting steel 
columns. Write H. D. Campbell Co, 
Dept. AL, Rochelle, Ill. 


Clay Combination 
Utility Window 


This new Combination Utility 
Unit manufactured by Clay Equip. 
ment Corporation is formed by 
combining the standard Clay Base- 
ment Window with the new Sta- 
tionary Utility Window. By stock- 
ing only the Clay Basement Win- 
dow and the Stationary Utility 


pasEMEN, plus, 


MNDOWN, wre 
{2 


Window, a three-way sales com- 
bination is possible: 1) Basement 
Windows; 2) Stationary Utility 
Windows; 3) the new Utility Com- 
bination Unit. These windows are 
furnished assembled, or as separate 
units. Just 4 bolts to fasten to 
make the Combination Utility Win- 
dow. Bonderized and baked on 
enamel for good looks. . . long life. 
Envelope stuffers and mats are 
available. Write Clay Equipment 
Corporation, Dept: AL, Cedar Falls, 
Iowa. 


Westinghouse Launches 
Where-to-Buy Calendar Program 


Westinghouse Electric Appliance 
Division is launching a “Where-to- 
Buy” calendar program for its 
dealers. Six-sheet, 12-page calen- 
dars are designed to remind house- 
wives in 1951 about Westinghouse 
appliances and where to buy them. 
Featured on each two-months cal- 
endar page is an outstanding flower 
subject in full color by Victor Kep- 
pler, famous color photographer. 
Small product cuts of the full line 
of appliances and the company slo- 
gan, “You can be SURE... if it’s 
Westinghouse”, appear at the bot- 
tom of each page. The dealer’s 
name and address together with the 
Westinghouse identification circle 
are imprinted on the calendar and 
are in full view throughout the life 
of it. Four master menus, listed on 
the back of each page, offer many 
thousands of different choices, and 
are selected from the menus actu- 
ally used by families during the nu- 
trition study conducted jointly. by 
Westinghouse and The Pennsy!- 
vania State College. A total of 16 
master menus for meals are given 
in the calendar, together with alter- 
nates to allow for variety and food 
preferences. Each back page also 
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illustrates an individual product 
with a description of its features. 
Write Westinghouse Electric Cor- 
poration, Dept. AL, Appliance Di- 
vision, Mansfield, Ohio. 


New Concrete 
Floor Enamel 


Hysol Concrete Floor Enamels, a 
new material for protecting con- 
crete surfaces from acids and other 
chemicals, are said to offer out- 
standing abrasion and wear-resist- 
ance under all circumstances. These 
chemically inert enamels resist the 
action of mold growth, gases and 
chemicals such as 10% concentra- 
tions of commercial acids and alka- 
lies which ordinarily deteriorate 
concrete floors and walls. Odorless 
and non-contaminating when dry, 
Hysol Enamels are applicable by 
conventional brushing methods. 
They are available in iron red, gray 
and green. Average coverage is 350 
square feet per gallon, with a single 
coat satisfactory for most installa- 
tions. A four-page bulletin describ- 
ing Hysol Floor Coverings in de- 
tail has been prepared. For a frée 
copy write Houghton Laboratories, 
Dept. AL, Olean, N. Y. 





for improved Appearance 
Eose of Maintenance 


Cleanliness ond 








against acids and other 
chemicals which deteriorate 
concrete floors. 





CALDER 


SECTIONAL GARAGE DOOR 


as modern as tomorrow 





LOOK AT 
THESE CALDER 
FEATURES 


@ Sturdy aluminum 
rame 

@ Heavy, ‘tough ‘alumi- 
num hide 

@ Exclusive track and 
roller design wedges 
door tight with no jam- 
ming 

@ Track joints always: 
in line 

@ Oil resistant Neo- 
prene tired rollers 


@ Bind-proof locking 


mechanism 
@ Interlocking weather- 
proof joints 
®@ Sections, individually 
replaceable 


This is the Door to Bigger Profits 


Outstanding features of Calder 
Overhead Garage Doors make sales 
easy because their superiority is 
quickly recognized. Generous 
dealer discounts make them an ex- 


ceptional opportunity for progres= 
sive distributors and contractors. 
We invite you to open the Calder 
Door to Profitable enterprise. Write 
for full information today. 





THE CALDER MANUFACTURING CO., Lancaster 4, Penna. 








( MiLLWoRK MANUFACTURERS. 
SASH and DOOR JOBBERS... 


athens 


ASSEMBLY TIME \ . 





_\ 


FEATURING 
Full Metal 
Cups — 
UT DOWN /al Meta \ 
Rib Strips SS 


Easier 


@ Covers jambs complete- 
ly, eliminating need of 
top grade lumber. Pre- 
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1759 PURITAN AVE. ° 


operation plus complete 
weatherproofing will in- 
crease sales appeal and 
profits. 


Imosiay! 


for choice of several de- 
signs in zine or aluminum 
plus other important 
teatures and prices. 


SECURITY CO. 


DETROIT 3 





ioe 
cut to fit, low cost Sen- 
tinal Weatherstrips are bt 
easily and quickly in- wens 
stalled. 
Assured smooth, easy 
ING 


canis 
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Greater S 
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Millions of units 
in use today. 
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Masonite Home Show 
Displays 

Home show displays which have 
the dual purpose of displaying the 
varied uses of Masonite hardboards 
and at the same time showing that 
the hardboards are ideal for the 
construction of such exhibits are 
making their appearance in various 
sections of the country. They are 
available for showings by Masonite 
Corporation salesmen at home 
shows, grand openings of lumber 
dealers, county fairs and other 
events. Built on wood framing, the 
displays when open are 4’ wide and 


7’ high. They can be handled by 


two men and transported in an au- 
tomobile trunk. Each is set on de- 
tachable legs, which fasten securely 
inside the folded case during trips. 
Hand-colored photographs showing 
some applications of Masonite hard- 
boards in quality furniture, kitch- 
ens, attics, bathrooms and recrea- 
tion rooms are mounted on a thin 
panel of that material and dis- 
played in the upper half of the case 
under the heading, “Masonite Prod- 
ucts.”” In the other half are sample 
packs on which various types and 
thicknesses of hardboards may be 
inspected. A rack made of Tem- 
pered Presdwood, finished to show 
the natural board and its appear- 
ance when painted, contains specifi- 
cation sheets. A smaller rack, con- 
structed of Masonite Leatherwood, 


carries pocket folders. One entire 
section of the display is covered 
with Masonite Temprtile, a scored 
material used in kitchens, bath- 
rooms, markets, restaurants and 
other places where a simulated tile 
wall is desired. It is shown in its 
natural color and painted. Write 
Masonite Corporation, Dept. AL, 
111 W. Washington St., Chicago 2, 
Ill. 


New Packaging for 
All Permalite Aggregates 


All Permalite products of the 
Great Lakes Carbon Corporation 
will be packaged in bags with a 
modern, two-color design. The de- 
sign will have a distinctive family 
pattern and will differ for products 
only in name and actual color treat- 
ment: Permalite plaster aggregate 
will be packaged in a 4 cu. ft. kraft 
bag of an olive green shade. Perma- 
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lite concrete aggregate will be pack- 
aged in a 4 cu. ft. kraft bag of deep 
aquamarine blue shade and Perma- 
lite acoustical aggregate, in a 4 cu. 
ft. kraft bag of dark brown shade, 
Write Great Lakes Carbon Corpora- 
tion, Dept. AL, Building Products 
Division, 18 E. 48th St., New York 
SY, Be Be 


Aluminum Storm Sash for 
Outside Metal Casements 


Aluminum storm sash for out- 
side installation on metal casements 
has been added to the Wilson line 
of aluminum storm. sash_ and 
screens. Designed for permanent 
installation on the outside, the new- 
ly developed storm sash have at- 
tractively styled extruded alumi- 
num frames which require no paint- 
ing or other upkeep. Ease of 
installation and the convenience of 
washing them from the inside are 
among their main features. They 
are available in sizes to fit all metal 
casements. Metal Window Service 
Co. is believed to be the only manu- 
facturer of metal casement alumi- 
num storm sash for both inside and 
outside installation. By showing 
both kinds, the company points out, 
the Wilson dealer will enable the 
home owner to decide quickly 
which type of storm sash he wants‘ 
without shopping around. Write 
Metal Window Service Co., Dept. 
AL, 4601 W. 47th St., Chicago, Il. 








Members: 


Band Sawn 


and 
Cypress 


End-Matched 


For All Your Future 


LUMBER NEEDS — 
LIGHTSEY QUALITY 


North Carolina Pine 
Southern Hardwoods 





Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 








PINE — OAK — MAPLE — GUM 
FLOORING 


Send your inquiries and orders to 
Lightsey Brothers 


Modern Moore Kilns 
Planing Mill Facilities 




















HTSEY & 
IS tt Y & 


) ROTHERS 


MILEY, SOUTH CAROLINA 


ONE OF THE OUTSTANDING OPERATIONS OF THE SOUTH 
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Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 
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(Zz 
Williams = & Varis~ 
~a—= —— LUMBER MBER COMPANY —_= 

f j= _ Chattanooga, Tennessee i 
‘a TELEPHONE 2-3141 

\4 and Mills: Chattanooga, Tenn.; Dothan, Ala.; Jackson, Miss, 











Why? Because all Williams and Voris lumber prod- 
ucts are manufactured with the customer in mind. 
Only choice timber is cut from our timber stands. 
Then it is carefully and accurately manufactured, 
graded, stored and shipped from our up-to-date 
plants. 


Make your next order — an order from Williams and 


Voris. You can depend on us for your lumber seeds. 
For 48 years we have been operating in Chattanooga. 





Available in all standard sizes 
and grades. Unfinished. 





Exceptional quality. Noted for their fine soft texture, 
their beautiful graining and their easy machining 
qualities. Available Kiln or Air Dried. 





Unsurpassed for quality. 100% 
oil content. Factory tongued 
and grooved —dall set to put 
on without any waste or 
trouble. 
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NEW 


Low-Priced Cabinet 
ONLY $9.22 LIST 


Here's good news! A standard size cabinet 
(14" x 18" wall opening) with a stainless steel 
mirror frame and other quality features at an 
unheard of low price—only $9.22 list. 


Richly finished in high-lustre, baked-on white 
enamel, it will retain its original beauty in- 
definitely. 


Note these additional features which put it 
in a class with much higher priced cabinets: 
Two bulb-edge glass shelves. Eight shelf sup- 
ports, spaced 2" apart. Chrome-plated tooth 
brush holder. Nickel-plated bar door-stop. 


White enamel continuous piano hinge. Spring 
catch. Razor blade slot. r 
18 Models 
@ Write for descriptive 





literature on our complete 
line of bathroom cabinets. 


Ideal 
Cabinet Corporation 


Division of Deslauriers 
Column Mould Co., Inc. 


7732 JOY ROAD _—DETROIT 4, MICH. 
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Klauer Metal Ceilings 

At least 25% in erection time is 
saved with “Circle K” Perfection 
Metal Ceilings, according to the 
Klauer Manufacturing Co. The 
stamped in nailing bottom with 
countersunk head forms a self- 
centering and accurate nailing 
point. The plate cannot slip, and 
nails are properly located for speed, 
accuracy and permanence. The half 
oval head gives the plate strength 
and rigidity. Easily painted and 
easily cleaned, Klauer metal ceil- 
ings are especially popular for fac- 
tories, warehouses, stores and res- 
taurants, where their decorative 
patterns are a welcome relief from 
the barren appearance of plastic 


ceilings. There are several designs 
to choose from. Complete assembly 
is available including cornices, fill- 
ers and molding with a working 
plan furnished showing exact ar- 
rangement of material shipped. For 
details on designs, prices and de- 
liveries write Klauer Manufactur- 
ing Co., Dept. AL, Dubuque, Iowa. 


The Texoak Flooring 
Sales Maker 

The Texoak Flooring Sales Mak- 
er is packed with material planned 
to boost the dealer’s sales. Seven 
newspaper mats, available free to 
dealers, are illustrated. One is re- 
produced here. “Grading Rules for 
Oak Flooring,” a 12-page booklet, 








DEALERS MAKE 


PROFITS 


#.. SUCKETFUL 


WHEN THEY BUY 





“IT'S IN THE BAG” 





FOR DETAILS, 
LITERATURE, AND 
DEMONSTRATION 
SAMPLES, WRITE 

US, DEPT. A 


Schundler’s Bagged Vermiculite and Coralux Perlite are 
Aristocrats from a long line of Aggregates that put new 
sales appeal, new sales opportunities, and new profits into 
concrete and plaster installations .. . 


—because Schundler light-weight Aggregates enable con- 
tractors to introduce lighter weight concrete, insulating 
concrete . . . lighter weight plaster (free from heavy, 
old-fashioned sand), fire-resistant plaster, sound-absorbent 
plaster . . . plaster you can drive nails into without 
chipping or cracking .. . 


—and because Schundler Bagged Aggregates and Vermicu- 
lite Mica Pellets, too . . . now are sold in mixed cars or 


trucks, and mixed grades, that reduce dealer inventories 
and handling costs. 






JOLIET, ILL. 
LONG ISLAND CITY, N. Y. 
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al fine Texoak Flooring will 
make every toum in your home more appealing, 
more charming, The natural beauty of Texouk 
Flooring lasts through the veare Por a free 
estimate on Mooring your home eome im today 


DEALER 





“ 


and “Beautiful Texoak Flooring,” 
a 2-color envelope stuffer, are both 
offered with or without the dealer’s 
name. Suggested copy is also in- 
cluded for local-newspaper edito- 
rial columns, as well as dealer's 
spot radio announcements. For 
copy of the Sales Maker write 
Texoak Flooring Company, Dept. 
AL, Crockett, Tex. 


Six Items Added 
to Fairfield Line 


Six new items have been added 
to the Fairfield line of chrome- 
finished accessories for bathroom 
and kitchen: Double Robe Hook, 
Towel Ring, Glass Shelf and Brack- 
et Unit, Three-Arm Rack, Shelf 
Brackets and Add-a-Rack, an aux- 
iliary towel and drying rack de- 
signed to hook over any ordinary 
towel bar. The Autoyre Fairfield 
line will now consist of 14 match- 
ing pieces in modern design, with 
decorative wall plates and heavy- 
duty bars in Autoyre’s exclusive 





fluted shape. A supplementary dis- 
play panel, provided pre- -mounted 
with the new Fairfield items, is de- 
signed to attach to the basic dis- 
play panel (as illustrated) to show 
the Autoyre Fairfield line on one 
complete display unit. However, 
the new panel can also be used sep- 
arately. Write The Autoyre Com- 
pany, Dept. AL, Oakville, Conn. 
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Ideal Announces New 
Low-Priced Bathroom Cabinet 


\ new bathroom cabinet of 
standard size, having a mirror with 
a stainless steel frame, has many 
features usually found only in high- 
er-priced cabinets. It is richly fin- 
ished in high-lustre, baked-on 
enamel and has two bulb-edge glass 
shelves, with eight shelf supports, 








spaced 2” apart. Other features in- 
clude a chrome-plated toothbrush 
holder, a nickel-plated bar door- 
stop, white enamel continuous 
piano hinge, spring catch and razor 
blade drop. Write Ideal Cabinet 
Corporation, Dept. AL, 7732 Joy 
Road, Detroit 4, Mich. 


Bruning Drafters 


Improved and redesigned models 
of the well-known Bruning Draft- 
ers introduce the exclusive Brun- 
ing Equipose mechanism. Bruning 
Drafters combine all the functions 
of T-square, straightedge,  tri- 
angles, protractors, and scales into 





a single precision machine. The 
improved drafters contain many 
new features of design: a rede- 
signed base line clamp, located for 
greater convenience in aligning 
the drafter to the drawing; ball 
joints on both arms, to increase 
flexibility, and to make it easy to 
lift the drafter head over articles 
on the board; increased space be- 
tveen the double thumb screws 
which fasten the drafter to the 
hoard provides improved anchor- 

e; and the Equipose mechanism. 
For illustrated ‘booklet A-1055, 
write Charles Bruning Company, 
Ine., Dept. AL, 4754 Montrose Ave., 
Chicago 41, Ill. 








Edges turned and trimmed 
for easier handling, faster work 
and added strength. 


° > .S 
SS<S>S 3S 











HEMDEDGE 


Smooth edge _— Reinforced 


CORNERITE 
STRIPITE 


Certainly we'll send samples. 
All you need do is ask for them. 








STRIPITE CORNERITE 
ec PENN Meta. CompPaANy, INC. 


General Sales Offices: 205 East 42nd Street, New York 17, N. Y. 


District Sales Offices 
Philadelphia 1G aelele Detroit 


Boston New York 
Seattle . Los Angeles Son Francisce Dallas 
t P rg, W. Va 


Tale trolale] sleliby 
Parkersburg, W. Vo 













End-Matched 


V FLOORING 
CEILING 
SIDING 


Lumber With COST-CUTTING Advantages 


The Company with the 3 mod- 
ern mills can ship you an ex- 
cellent assortment of wood 
products. There’s no question 
your customer will be pleased— 
Willamette Valley’s choice tim- 


WILLAMETTE VALLEY LUMBER CO. 


DALLAS, 


3 Modern Mills 


ber, careful manufacture and 
seasoning sees to that! Straight 
or mixed cars. Try our Superior 


Quality Hi-Hemlock Kiln Dried 


Dimension. . 


OREGON 
725,000 Feet Daily 











Evitp1nc Propucts MERCHANDISER 
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The Zc Corner 


Try your hand at this week's 
Dealer Product quiz. Score 20 
points for each question answered 
correctly. Answers are given be- 
low, but don't peek. 


1. What is the maximum standard 
size of Ys inch regular plate glass? 


2. What are the types of joints used 
to connect sections of eave 
troughs? 


3. What is rib steel corner bead? 

4. What is a lally column? 

5. How much lap should be allowed 
for 10 inch bevel siding? 


* * . 


Here are the answers 


. 72'' x 74" standard. Special orders 
can be supplied up to 74'' x 144". 
Refer to page 300 of your Dealer 
Products File. A complete table of 
glass sizes, thicknesses, and weights 
is printed there. 


2. The "lap" joint and the "'slip'’ joint. 
Lap joints are soldered on the job, 
slip joints require no soldering. 

See page I|16 of your DPF. You 
will find complete information about 
gutters, downspouts, flashings. 


3. Rib steel corner bead, supplied stand- 
ard and expanded, is used to protect 
the plaster on exposed corners. 

For a complete description of all 
common types of metal lath, see 
page 491 of your DPF. 


4. A steel column or post supporting a 
girder. 


See page 26 of your DPF, in the 
Cyclopedia of Building Terms. This 
handy section gives you a short, 
complete definition of most terms 
you have occasion to look up every 
day. It also refers you to a more 
comprehensive discussion of the term 
wherever it applies, in the 25 big 
sections of your DPF. 


5. A I'/f inch lap should be allowed for 
10 inch bevel siding. A lesser amount 
is allowed for narrower siding. 

For details about siding application, 
see page 400 of your DPF. 


* * * 


You Don't Have to Carry 
Around the Answers in Your 
Head. 


They're all in your 1950 Dealer 
Products File— 


And with the new, complete 10 
second Index —the answer to 
any lumber and building prod- 
ucts question is always at your 
finger tips. 


Use Tt 


Euerny Day 
(NR a 
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A Pigmented Wall 
Primer-Sealer 


A pigmented wall primer-sealer 
which was said to provide the first 
“practical” answer to the problem 
of painting dry wall construction 
has been developed by Devoe & Ray- 
nolds Company, Inc. Designed for 
interior walls of plaster and ma- 
sonry or composition wallboard, the 
new chemical process provides firm 
adhesion and controlled penetra- 
tion thus making a single coat of 
sealer sufficient for even highly 
porous surfaces. The new product 
also was said to permit the use of 
deep-tone flat colors without cloudi- 
ness or the appearance of “shiners” 
over patched joints in dry wall con- 
struction. In addition, the primer- 
sealer can also be used as an under- 
coat in refinishing work or as a 
primer coat for combination ma- 
sonry and plaster and wood. The 
product is being manufactured in 
a non-blued white but it can be 
tinted with toner colors, oil colors 
or with the finishing paint. Write 
Devoe & Raynolds Company, Inc., 


Dept. AL, 787 First Ave., New 
York 17, N. Y. 
Six-Foot-High Illuminated 
Display 

This six-foot-high illuminated 


display is one of the effective sales 
helps for dealers and distributors 
prepared by the Strand Garage 
Door Division of Detroit Steel 
Products Company, manufacturers 
of Strand All-Steel Overhead Ga- 
rage Doors. A number of the dis- 
plays are available, by advance ar- 
rangement with the factory, for 
dealer’s use in home shows, builder 
shows, convention exhibits, or for 
limited time display in the dealer’s 
salesroom. Construction is of ma- 
sonite mounted on a structure of 
1 x 3 wood. The top unit has a 


front of two large pieces of glass 
forming a translite for the copy 
message. The advertising is lighted 








by iridescent lights, 


reached 
through a service door, and one 


section has a flasher. Dimensions 
are, for the top section, 16” deep, 
37” wide and 5414” high; for the 
lower section, 16” deep, 20” high, 
and 38” long. Arrangements for 
the use of the display can be made 
with Strand Garage Door Division, 
Detroit Steel Products Company, 
Dept. AL-7, 2244 E. Grand Blvd., 
Detroit 11, Mich. 


New Insulating Siding 


A new Celotex product is 
ShadowGrain Insulating Siding. 


Designed for use on re-siding jobs 
as well as over wood sheathing in 
new construction, this new lap sid- 
ing combines high insulation value 





with weather protection and dur- 
ability. Its attractive “shake” fin- 
ish hides vertical joints and pro- 
vides better nail concealment, giv- 
ing finished jobs a neat, smart ap- 
pearance. Panels are 9” x 48”, 
color, silver white. Write The Celo- 
tex Corporation, Dept. AL, 120 S. 
LaSalle St., Chicago 3, Il. 


Commercial Hardwoods Quickly 
Identified with 1D Chart 


For the first time a simple and 
easy to understand 24-page Wood 
Identification chart is available for 
both the expert and beginner. The 
chart is co-authored by John Reno, 
nationally known lumberman and 
B. Francis Kukachka, wood tech- 
nologist of the Forest Products 
Laboratory and probably the na- 
tion’s foremost author on wood 
identification. The Reno-Kukachka 
chart on commercial hardwoods 
places similar woods and their fea- 
tures side by side and plainly points 
out differences which separate one 
from another. It points up all per- 
tinent information and makes vis- 
ual wood identification accurate 
with just the naked eye and a hand 
lens. The chart covers 28 impor- 
tant commercial hardwoods—makes 
it easy to separate red and white 
oak; birch, beech, and maple; red 
gum and mahogany; cottonwood, 
buckeye, and black gum, only to 
mention a few. A simple, work- 
able, one-source reference for only 
$1.00. Reserve your copy now for 
Octéber 1st distribution. Write 
Vance Publishing Corporation, 139 
N. Clark St., Chicago 2, Ill. 
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BUILDERS Who Know 
Fine Flooring 


Prefer CHICKASAW 
Brand OAK FLOORING 


Unfinished and Pre-finished 
Strip — Plank — Block 


Chickasaw Brand Oak Floors are quick to lay, 
low in initial cost, easy to maintain. Because 
of long lasting beauty they appeal to prospec- 
tive home owners. 


Strip Flooring is in greatest demand. Plank 
Flooring is suitable for ranch type houses or 
other informal settings. Block Flooring is best 
suited for formal surroundings. It is distinctive. 


You can save time by ordering Chickasaw 
Pre-finished Flooring — finishing done at the 
factory — sanding, waxing and polishing done 
by experts. 


Plank Flooring 


Ask about mixed cars of Chickasaw Flooring — Hardwood Lumber — Thresholds — 
Risers — Treads — Nosings. Kiln dried semi-finished Oak Dimension Lumber. Send us 


your specifications. 


Memphis Hardwood Flooring Co. 





Member 
NATIONAL OAK FLOORING 
MANUFACTURERS' ASSOC. 


Reg. U. S. Pat. Office 








1591 THOMAS ST. 
MEMPHIS, TENN. 

















Tidewater 


RED CYPRESS 





D. your customers a real service... recommend Tidewater Red 
Cypress. It is truly “The Wood Eternal’. This wood gives outstanding 
service, especially when used under adverse conditions. Can't be beat 
for homes, interior finishes, farm fences, silos, barns and many 
industrial uses. 
TERMITE RESISTANT: According to the U. S. Department of 
Agriculture, Tidewater Red Cypress is naturally resistant to 
termite destruction. 


DECAY RESISTANT: Nature has done for Tidewater Red Cypress 
what man has tried to do for other woods through artificial induc- 
tion of preservatives. 


AMERICA IS STILL TOO YOUNG TO KNOW HOW LONG TIDEWATER RED CYPRESS WILL LAST 


Take advantage of our free consulting service to help solve your next 


FLEISHEL 


LUMBER COMPANY 
4237 DUNCAN AVE. « St. Louis 10, Mo. 


BuitpiInGc Propucts MERCHANDISER 








Interested in Building up Sales? 


THEN ORDER OUR TESTED 
52-WEEK NEWSPAPER CAMPAIGN 


BILLY BEAVER 


(TIPS FROM AN OLD BUILDER) 


SENT ON FREE 10-pay 


EXAMINATION OFFER 
COMPLETE COST $26.00 


e@ “Billy Beaver” is a forceful newspaper advertising campaign 
prepared with tance of a ful building supply dealer. 
It covers all phases of your business. Ads contain smart art 
work and copy. Readers look for “Billy Beaver’’ every week. 
@ Price of “Billy Beaver’ is but a fraction of that charged for 
similar services. Selling direct eliminates heavy selling costs. 
@ “Billy Beaver’’ is sold on exclusive basis to only one dealer 
in a town on “first come —first served’ basis. Basic size of 
es is two columns by 31/2 inches, but may be run larger if you 
choose. 











Bradham & Company, Advertising 

Piedmont Building, Greensboro, N. C. 

Send me complete ' "Billy Beaver'' campaign consisting of attractively 
bound book containing 52 different ads plus 52 direct pressure mats. 
If | like it, | will send you check for $26.00 or return material withim 
10 days after receipt. 


Name 








Company 


Street Address 





City pews State 
BRADHAM & CO., Advertising, GREENSBORO, N. C. 
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Five-Piece Auger Bit Set 

A compact 5-piece auger bit set 
packed in a sturdy leatherette case 
for easy handling, consists of 4%”, 
34", 1", 52”, %4” bits in a new 
highly polished, durable finish, 
known as mirbrite (mirror bright). 
Bits are precision made of special 
chrome alloy steel, hammer forged 
with accurately centered screws 

















anil clear, open throats for fast 
chip clearance. The five piece set 
is especially suitable for small in- 
dustry or home workshop use. 
New literature descriptive of the 
complete line of Midway auger bits 
has just been issued. Write The 
Midway Tool Co., Inc.,, Dept. AL, 
The Arcade Building, Cleveland, 
Ohio. 


Stevedore, Jr. Equipped 
with Low-Cost U-Base 


The Rapistan Stevedore, Jr. 
power belt conveyor now is avail- 
able with a low-cost, caster-equip- 
ped U-base stand. The new U-base 
is manufactured in four standard 





sizes for 8, 10, 12, and 16-inch belt 
width Stevedore, Jr. units. This 
new accessory is mounted on four 
free-swiveling Rapistan casters 
with a choice of wheel types and 
sizes. Height of the drive-end of a 
U-base-equipped Stevedore, Jr. is 
adjusted by a telescoping device, 
with a toggle stand providing safe, 
positive adjustment of the delivery 
end of the unit. If desired, the 
U-base can be furnished with floor 
locks at either or both ends to hold 
the conveyor securely in place. 
Write The Rapids-Standard Com- 
pany, Inc., Dept. AL, 236 Rapistan 
Building, Grand Rapids 2, Mich. 


"Packaged" Utility Furnace 
for the Small Home 

The packaged Utility Furnace 
manufactured by The Majestic 
Company introduces some out-of- 
the-ordinary features in automatic 


























forced air heating equipment that 
appears well worth investigating. 
Known as the Model UF-26—be- 
cause of requiring floor space of 
only 26” square—it features a 
drawer type burner assembly that 
permits easy installation of ejther 
oil or gas burner, or allows for 
later change of fuel, by merely 
changing the assembly. Factory 
assembled, ready to attach oil or 
gas line, thermostat and power line 
when placed on location, installa- 
tion is said to be simple and in- 
expensive. The unit has_ bonnet 
rating of 100,000 BTU and is de- 
signed for use in either the con- 
ventional up flow type of air cir- 
culating heating system or in the 
newer perimeter type heating, 
which calls for down flow air cir- 
culation. Write The Majestic Com- 
pany, Dept. AL, Huntington, Ind. 


"Silent Salesman" Promotes 
Fenestra Basement Window Unit 


This “Silent Salesman” Display 
Stand is now available to dealers as 
a means of promoting the Fenestra 
Steel Packaged Basement Window 
Unit. It is furnished free with a 
nominal order for the Basement 
Window Unit, a newly-designed and 
completely packaged product of 
Detroit Steel Products Company. 
The stand is sturdily made and at- 
tractively painted in yellow and 
blue. It displays the new window 
unit, and permits easy demonstra- 
tion of the glazed window, storm 
panel and metal screen _ insert. 
Signs, literature rack and literature 
are included. Write Detroit Steel 
Products Company, Dept. AL-7, 
2269 East Grand Blvd., Detroit 11, 
Mich. 
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Anything in 
West Coast Woods 


Manufacturers of: 
Mouldings 


Furniture Dimension 
Glued-Up Stock 
Industrial Shook 
Venetian Blind Stock 
Ready-to-Assemble 

Furniture Parts 
in fact, Anything in 
West Coast Woods! 

Send us your inquiries for 


PONDEROSA PINE, SUGAR PINE, 
INCENSE CEDAR, DOUGLAS 
AND WHITE FIR 










1635 Dierks Building 
Phone: Victor 4143 
Kansas City 6, Missouri 


PLEASE DIRECT ALL INQUIRIES ¥ 
TO ANDERSON, CALIFORNIA 


Sawmills: Canby, Calif., and Anderson, Calif. 
Remanufacturing Plant: Klamath Falls, Oregon 
Box Factory: Alturas, Calif. 


FIRST in Flooring 

















OAK @ BEECH e@ PECAN 


Top-quality flooring—carefully manufac- 
tured, scrupulously graded. 
Also Band Sawn Hardwoods 


Modern Dry Kilns, Planing Mill, Oak 
Flooring Plant 





Send us your inquiries. 


MOBILE RIVER SAW MILL CO., Inc. 








MT. VERNON, ALABAMA 





BuILpING Propucts MERCHANDISER 

















is the way to your customer's heart! 








Beautiful Bee Gee Windows 


Talked chout features that 
ale BEEGEE Windows 


EASY HOUSEKEEPING 
Clean the OUTSIDE 
from the INSIDE! 


HEALTH and COMFORT 


Bee Gee ventilating unit stops in any 
position—from closed to maximum 
opening. Permits control of ventilation 
from three directions of wind. 


ONE COMPLETE UNIT 

The factory pre-fitted Bee Gee Window 
is one complete unit consisting of 
FRAME, pre-fit glazed SASH with glass 
bedded in putty, copper SCREEN and 
all HARDWARE applied at factory. 


MORE STYLE . . . MORE BEAUTY 
The LOOKED FOR LOOK in modern 
windows with more than 42 styles and 
sizes for every home plan and build- 
ing requirement. 





GLASS EASY 
TO CLEAN 


All glass is easily 
reached, both inside 
and outside from 
INSIDE the room. 
Women are quick to 
see how this Bee Gee 
Window feature 
makes cleaning and 
housekeeping easier. 


Famous Bee Gee 
Windows are sold 
only through local 
lumber dealers in 
the following states: 
Michigan, Ohio, In- 
diana, Kentucky, 
West Virginia, Penn- 
sylvania, New York. 


SELL GEEGEE WINDOWS 
for full details... write today... 


manafpstitl IO Paling g 
BROWN-GRAVES CO. 


AKRON 1, OHIO 
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Youngstown Kitchens New 
27" Automatic Dishwasher 


Youngstown Kitchens new 27” 
automatic dishwasher, featuring 
Jet Tower washing action, is de- 
signed to fit beside a conventional 
cabinet sink. Dishes are thorough- 
ly washed and given two hot rinses 





in 934 minutes (normal water pres- 
sure). At the end of cycle top 
pops open and dishes air dry imme- 
diately. Jet Tower is a square 
chrome tube, pierced with 64 stra- 
tegically placed holes, which ex- 
tends up through center of tub. 
Water forced through the holes re- 
volves Jet Tower and spinning cre- 
ates a brush action on dishes. 
Booster-heater assures full supply 


of hot water for dishwashing cycle. 
Dishes can be loaded and unloaded 
without removing baskets; strainer 
can be lifted and cleaned without 
touching baskets. It will effective- 
ly wash all cooking utensils and 
bottles. The unit is 27” wide, 36” 
high and 27” front to back at cen- 
ter. A 48” electric sink model is 
also available. Write Mullins Man- 
ufacturing Corporation, Dept. AL, 
Warren, Ohio. 


“Melsan", an All-Purpose 
Fungicide 

The trade-mark Melsan has been 
adopted by the Du Pont Company 
for its new fungicide and bacteri- 
cide used to prevent both blue stain 
and surface mold on lumber. Since 
its introduction three years ago, 
it has been known simply as IN- 
4400A fungicide. Melsan is an all- 
purpose fungicide. It was prepared 
especially for use by sawmills in 
certain areas where both the sur- 
face molds and bluestain organisms 
are found. They are usually in re- 
gions of warm temperatures and 
high humidities, where an excess 
of rain and fog retards rapid sur- 
face drying of the lumber. Melsan 
fungicide is sold in 100-lb. drums. 
Write E. I. DuPont De Nemours 
and Company, Inc., Dept. AL, Wil- 
mington 98, Del. 










Aluminum Grain Bins 

A new use for aluminum has 
been developed as a result of the 
Government’s emergency grain 
storage program. This new use is 
for 28,466 gigantic grain bins, 
Reynolds Metals Company supplied 
a total of 21,500,000 pounds of 


aluminum for the manufacture of 
the grain bins for the CCC. The 
metal has been used in hundreds of 
“Alumi-dromes” 36 feet wide and 
96 feet long with a capacity of 35,- 
000 bushels each; and for thous- 
ands of bins, both round and square, 
with a capacity of 3,000 bushels 
each. Tests have shown that alumi- 
num keeps the stored grain cooler, 
thereby retarding fermentation and 
other deteriorating elements. It is 
also corrosion resistant. Write Rey- 
nolds Metals Company, Dept. AL, 
2002 S. Ninth St., Louisville 1, Ky. 










oak; 
beech 
pecan 
ash 


Dimension. 


back for more. 








Manufacturers of 


Hardwood & Yellow Pine Lumber 
SELMA, ALA. and JACKSON, TENN. 


Selma LD 9910 —. Phones — Jackson 1885 
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HARDWOOD FLOORING 


In straight cars or mixed with air 
dried Yellow Pine Boards and 
Best of manufacture. 
Satisfaction that will bring yoa 


For prompt attention on your needs 
phone or write 


Miller & Company, Inc. 













MAPLE FLOORING 
25/32 x 1/2" 


This Diamond Hard Second Seate 
maple flooring is economical, and dur- 
able flooring. Ideal for today’s low 
cost housing masket as well as indus- 
trial and institutional flooring market. 
Standard manufacture. 


WRITE — WIRE — PHONE 





MENOMINEE, MICH. 











BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 


ELIMINATE SPLIT SIDING 


By Using Kokomo Korners 
















Corners for bevel wood siding 
made of aluminum—can't rust, rot 
or deteriorate. So constructed as 
to eliminate splitting of siding. 
Two small nails are furnished with 
each corner and holes provided to 
fasten bottom by nailing through 
base of corner into lower edge of 
siding board. Top nails are con- 
cealed by next course of siding. 
Available for 6", 8" and 10" 
siding. 
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Sell Multiple-Use PLYFORM for more profits 


Stock up NOW for Summer-Fall Building 


New Plyform, the improved concrete form panel, gives 
smoother, fin-free surfaces and increased multiple uses. 
Large labor-saving sizes—4’ x 8’—available in 12", 5”, 
%4"—Interior and Exterior— 
all panels oil-treated, edge- 
sealed . . . immediate ship- 
ment. 





NY Write for FREE folder “New 
Plyform” showing pictures 
and extensive test details. 


AETNA PLYWOOD & VENEER COMPA 


1732 N. ELSTON AVENUE, CHICAGO 22, ILLINOIS 


Phone: ARmitage 6-7100 — Teletype: CG305 
WAREHOUSES: Grand Rapids, Rockford, Indianapolis. 
F Mi polis, Rich d, Milwaukee, Indianapolis, Marion, West Lafayette. 

















PONDEROSA PINE 


marEMAK ~—_ High Altitude, Soft Textured Growth 





Manufacturer and Distributor 
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Makes Pickets | | | || MB oeea QS MOL Ea:T 


at Low Cost 




















Points 200 to 250 154"" to 354" width pickets per hour ear after year use. 24'' high. Hand operated. 30" 
with planer-smooth finish. No sanding required. ong handle provides easy leverage. Anyone can 
Adjusts to cut any degree of sharpness or bluntness operate. Enables you to utilize odds and ends of 
of picket point. Light enough to carry to stock pile lumber profitably. Seven day delivery. Send today 
—wt. only 38 Ibs.—yet strong and durable enough for for literature. 

Net price $52.50 f.o.b. Wilmette, Illinois (Where state sales tax applies, add tax.) 


H.A.SCHUBERT CO. Machinists 
1212 Washington Ave. Wilmette, Illinois 



















wouldn’t you rather sell THE wall tile . 
that’s guaranteed and bonded? 






STEEL WALL TILE 
is the only tile guaranteed and bonded! 


(backed by NATIONAL SURETY CORPORA TION, with surplus ja policy holders in excess of $21,000,000) 
OHIO CAN & CROWN CO., MASSILLON, OHIO 








L 
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OSHKOSH WOOD PRODUCTS 


CORPORATION 
OSHKOSH. WISCONSIN 


Manufacturers of 


WOODWAY 


VENETIAN BLIND—SLATS, 
RAIL & FASCIA 


MOULDINGS—ST’D & SPEC, 
FURNITURE DIMENSION: : 
GLUED-UP STOCK 
COMMERCIAL KILN DRYING 
CUT STOCK 
READY-TO-ASSEMBLE 























WE SPECIALIZE IN BASS. 
‘oar PONDEROSA 

; ER NORTHERN 
HARDWOopDs AVAILABLE. 








WOODWAY quality, Si 
means 
Extra Profits 
for YOU 


“The Good Way to Ruy 


7m WI)ODWAY 



























Sectional 
Aluminum 


Lamp Post 


Three Models 


With or without lan- 
terns. 8 foot hollow 
lamp post—easy to 
wire and install. 



















Beautifully designed 
rust proof—lasts a 
lifetime. 








Ships parcel post 
Send for a catalog 








NEW BRITAIN, CONNECTICUT 
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Advertising Emphasizes 
Economy of Paint 


The national advertising of the 
paint industry which appeared in four 
leading magazines in June, showed 
the tremendous improvement possible 
through the use of paint. The adver- 


tisement, in full color, pictured a 
couple looking through a magazine 
with the evident idea of decorating 
and looking for color suggestions. The 
headline reads, “The Smiths turned 
their old bedroom . .. into this... 
with a couple of gallons of paint.” 
One illustration shows a rather drab 






The Smiths... 
$ f 
 % ‘ 
turned their oe 
old beidroame -. . Y 





AS IN ALL advertisements of the Na- 
tional Paint, Varnish & Lacquer Associa- 
tion, Inc., the reader is urged to see the 
paint dealer and get started towards a 
bright, new picture book home. 


Binford Project Windows Equipped 


The windows in all 274 apartments 
of the recently completed Binford 
project in Portland, Ore., are equipped 
with Dura-seal combination metal 
weatherstrip and sash balance. Build- 
er L. C. Binford and Architect John 
R. Dukehart incorporated this visual 
feature to provide not only complete 
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Vames in the News 


BINFORD project in Portland, Ore. 

















bedroom devoid of color harmony, not 
even attractive. . 

The second illustration shows the 
same room and the same furniture 
but it is now attractive with green 
walls, the bathroom is in peach, the 
furniture is white and the floors are 
gleaming. The copy tells how the 
transformation was _ accomplished 
with the miracle of modern paints and 
continues, “And here’s the happiest 
news—$10 or $12 worth of paint is 
all it takes for the average-size bed- 
room. A few dollars more and you 
can paint the bathroom, too. What 
else can work so much magic for so 
little money?” 


Yellow, Gray, Are 
Paint Color Favorites 


A new combination of colors has 
moved to top place among the paint 
color favorites of American women 
during the past year. These facts 
were indicated in a study of color 
preferences and styles conducted over 
the past 10 months by William M. 
Stuart, president of the Martin- 
Senour paint company of Chicago. 
The survey was made on the basis of 
actual sales of the more than 1,000 
available paint colors in more than 
100 major paint, hardware, and de- 
partment stores from coast to coast. 

The survey showed radical changes 
among the top favorites. “The top 
nine colors are composed either of 
yellow, neutral grays, or grayed yel- 
low greens,” Mr. Stuart said. 

“One startling new development dur- 
ing the past year is the presence of 
some very definite Geranium Red type 
of colors and definite, deep pinks.” 


with Dura-seal 


weather protection and attractive 
window appearance, but also effort- 
less window operation. The product 
is manufactured by Zegers Incorpo- 
rated, 8088 South Chicago Ave., Chi- 
cago 17, Ill. It is used with stock 
plank frames and stock sash permit- 
ting the use of narrow mullions and 
trim. 
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Shevlin-McCloud 


Lumber Co. 


Distributors of 


SHEVLIN PINE 


PONDEROSA PINE 
SUGAR PINE 
DOUGLAS FIR 
WHITE FIR 





Selling the Products of: 
THE McCLOUD RIVER LUMBER CO. 


McCloud, Calif. 


THE SHEVLIN-HIXON COMPANY 


Bend, Ore. 
MEMBER » EXECUTIVE OFFICE 
Western Pine Association 900 First Nat'l-Soo Line Bldg. 


Ponderosa Pine Woodwork 
West Coast Lumbermen's Association MINNEAPOLIS 2, MINN. 








District Sales Offices 
San Francisco 5 New York 17 Chicago 1 





















NORTHERN 
WHITE PINE 


NORWAY 





























FRAINY LAKE LUMBER CO. Ltd. 


Soles Office: 
2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL. 


Selling the Preducts ef J. A. Mathieu, Ltd., Rainy Leake, Oaf. 
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CONNOR 


“LAYTITE” 


Maple and Birch Flooring 


in Cartons 
(or regular lengths in bundles) 


Something new in 
modern flooring 


M. F. M. A. SPECIFICATIONS 


Forest Products Since 1872 

















WISCONSIN LUMBER ROLLER 


the only car door roller that 
guides your lumber 







Saves Energy e Saves Time e Saves Money 


1. Fast way for loading and 5. Roller is adjustable to any 


unloading your lumber position. Can also be 
cars. moved anywhere along the 
2. Telescopes out to fit any tube. 
size door up to 81/2 ft. 6. Steel tubing for extra 
strength. 


3. Rubber ends prevent slip- 
ping on steel door jams. 7. Distance between guide 


4. Ball-bearing guide rollers rollers 20//; in. 
keep lumber in line... . 8. IT PAYS’ FOR ITSELF. 
makes rolling easier. ORDER YOURS TODAY. 


ONLY $39.50 F.O.B. Oshkosh 
Write — Wire — Phone Blackhawk 4258 


ARNOLD J. SCHUCHARDT 
P.O. Box 293 Oshkosh, Wis. 
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Gate City Sash & Door 
Folder Wins Award 


The Gate City Sash & Door Com- 
pany, Fort Lauderdale, Fla., was 
awarded the Certificate of Merit in 
the recent 1950 Product Literature 
Competition sponsored by the Amer- 
ican Institute of Architects and the 


Producers’ Council, Inc. The com- 
pany’s winning technical folder is 
titled “Awning Windows for Hos- 
pitals.” 


The Gate City Awning Window is 
reported to be the only nationally ad- 
vertised awning window made of 
wood. Its wide acceptance among ar- 
chitects, builders and contractors tes- 
tifies to its ability to satisfy the ex- 
acting requirements of institutional 
and residential construction. 


20,000 Flush Panel Doors 
to Be Installed in Levitt Homes 


Twenty thousand flush panel doors 
faced with Masonite %” Tempered 
Presdwood will be installed in the 
1950 homes built by Levitt & Sons 
at Levittown, Long Island, N.Y. 
Their use, emphasizing the trend to 
this type door in residences, is one of 
eight innovations in the Levitts’ cur- 
rent model home, built to sell for 
$7,990. The door is made with either 
a clear pine or fir frame. Its facing 
on each side is %” Tempered Presd- 
wood. Between the faces there is a 
corrugated grid core of egg-crate 
construction. The entire door is bonded 
together with a water-resistant, urea- 
resin adhesive. 

Four of the flush panel doors for 





each house are being built for the 
project by Weisberg-Baer Co., of As- 
toria, N. Y. This company also is 
supplying identical doors for the 1950 
Levitt construction program at Ros- 
lyn, L. I., embracing 450 homes in 
the $18,000 class. The doors are pre- 
fit. 

A bookcase built into the brick fire- 
place wall and utilizing Masonite 
hardboard as the back, is another in- 
novation included in these 1950 
homes. 


Recommended Texts 
for Mason Training 


A new annotated bibliography enti- 
tled “Recommended Reading and 
Texts for Mason Training” has just 
been published by the Structural Clay 
Products Institute as a service to the 
construction industry. This 6 x 9” 
booklet will give its users a brief 
description of the contents of each 
publication as well as its size, source 
and price. 

A unique feature of the bibliog- 
raphy is a three-way table of con- 
tents. In general all items listed are 
of value to everyone interested in 
brickmasonry and in promoting brick- 
mason apprenticeship; however, for 
practical purposes certain items are of 
greater value to _ specific parties. 
Therefore, the table of contents lists 
separately those publications which 
are of special interest to brickmason 
apprentices, instructors of brickmason 
apprentices and brickmason joint ap- 
prenticeship committees. 

For a free copy of Recommended 


Reading and Texts for Mason Train- 
ing write the Mason Training Pro- 
motion Department, Structural Clay 
Products Institute, 1520 18th St., N, 
W., Washington 6, D. C. 


Checking "Penta" Tests 

This picture shows a group of for- 
esters and chemists during an annual 
inspection of  pentachlorophenol- 
treated stakes at a Southern proving 
ground where conditions for decay 
and termite attack are known to be 
severe. Such test work is behind the 
growing use of “penta.” 
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THE SCIENTISTS from left to right are: 
Mark Lehrbas, Field Representative, 
U. S. Forest Service Department of Agri- 
culture, New Orleans, La.; Dr. T. R. 
Truax, Chief of Division of Wood Pres. 
ervation, U. S. Forest Service, Forest 
Products Labortory; Wallace Hegge, 
Wood Preservation Section, U. S. Forest 
Service, Forest Products Laboratory; 
Vertis Volkening, Dow Texas Division. 
























Dependable shippers since 1890 
—and for years to come. 


Mr. Dealer, you can depend on it— 
your mixed car needs will be well served here 
at Southern Pine Lumber Company. We are 
shipping well-manufactured, properly seasoned 
and carefully graded mixed car assortments— 
your choice of items as listed at the right. Try 
us on your next order. 


SOUTHERN PINE LUMBER COMPANY 


Mills: Diboll & Pineland, Texas 


Sales Office: Texarkana, U. S. A. 


























































THE MEADOW RIVER 
LUMBER CO. 





Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 








Phone: 2-9125 
DOUGLAS FIR 








PONDEROSA PINE 


YA GOTTA MAKE CALLS 
IF YA WANTA GET RESULTS 


We solicit your inquiries 
Phone us, write us, wire us. 


Ask for our weekly offerings and transit car list 


H. S. CHISHOLM, INC. 


737 W. 


SUGAR PINE 









3rd St., Reno, Nevada 
TWX: RE-40 


INCENSE CEDAR’ WHITE FIR 
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‘rain. 
Pro. a 
Clay MICKLIN LUMBER COMPANY 


OMAHA 2, NEBRASKA qe 


ESTABLISHED 1920 TELEPHONE JACKSQN Sep0 








or 
for. The Rugol Company \S ont ERO WE 
nual 176 Franklin Street AAS Ny LETTE yeD 
enol. New York 13, ¥.Y, MAN oe. Reo 
Ving APN 
lecay Gentlemen: 
O be 
| the Mr, Burns, our hardware buyer, just call- 
ed my attention to the merchandise that was 
recently bought from your company and! am 
very happy to say that it meets up to what 
you say in your catalogue, and we are very 
happy about it, Rest assured that you will 
get more business from us, Will you please 
keep us on your mailing list, Thanking you 
again, 

Yours very truly, 


Micklin Lumber Company 
By Ub Kanan — 
Albert A, Namen 


ail WRITE today for a copy of 
te “HARDWARE AND TOOL BARGAINS" 
R. to 


res. 


a THE RUGOL COMPANY 


ge, 
est 176 Franklin Street 


rv New York 13, N. Y. 


OZARK 


1927 == BRAND -- /950 
OAK FLOORING 

















There’s Profit 


and Satisfaction 


Selling Campbell's 
All Steel Buildings 
and Corn Cribs! 












































Your customers are assured 
lifetime satisfaction with Ozark 
Brand Oak Flooring. It is pro- 
duced from fine quality Mis- 
souri altitude-grown Oak Stock 
which has been properly sea- 
soned in Moore Cross-Circula- 
tion Kilns. It is accurately 
milled on modern machines. 
It is expertly graded in ac- 
cordance with NOFMA grad- 
ing rules. 





STEEL SLAT CRIBS 


Campbell's All Steel Slat Cribs are 
easy to erect, portable, meet all 
government specifications, have 
strong metal roofs and large 24" 
roof elevators. Three deck capacity, 
725 bushels. Extra decks available. 











All Steel Building 

Adaptable for every building 
need. Campbell's buildings 
are made of 24 gauge galvan- 
ized steel—base coated with 
weather resistant gray paint. 
Size of buildings, door and 
windows arranged to specifi- 
cations. Ideal for garages, 
grain bins, laying houses, 
workshops, warehouses, gas 


DEALERS INQUIRIES INVITED stations and many other uses. 


H. D. CAMPBELL CO. 


ROCHELLE, ILLINOIS 





Try a shipment and see for 
yourself the fine quality of 
Ozark Brand. 
















THE OZARK OAK FLOORING CO. 
MISSOURT 
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CONSUMERS 
PATCHING 
PLASTER 


--- for cracks, holes 


and general repair 





- 
Famous for 
QUICK SALES 
because it... 
Needs no sizing. 

Mixes white in cold water. 
Knits quickly to old plaster. 
Will not check or shrink. 


. Does not peel or crack. 


MGM» WN — 


@ Available in 1, 21/2 and 5 |b. cartons; 


2, 5, 10, 15 and 50 Ib. paper bags; 100 
and 300 Ib. drums. 





MIXES IN COLD WATER! 








= 
ORDER FROM YOUR WHOLESALER 


OR DIRECT FROM US 


CONSUMERS GLUE CO. 


ST. LOUIS 6, MO. 


Red Cedar Closet Lining 


RBrown’s 


SUPERCEDAK 


accantet) NATIONALLY 
3.2 ADVERTISED 


1515 N. HADLEY ST. 












pene 








Guaranteed 90% Red Heart or Better 
* 


100% oil content 


Suggest Cedar Lined 
Closets to Every Home 
Builder. There is 
Nothing Better than 


s PERCEDAR 


SEALED 
\ PACKAGED 
LABELED 





Only SUPER- 
CEDAR is of 
the same uni- 
form high quali- 
ty standard that 










guarantees every 
package to contain 
90% Red Heart or 
better, and 100% oil 

content that produces 
the pleasing aroma. , 


ALL WIDTHS PUT-UP 
40 FT. TO PACKAGE 


More home builders are’ 
specifying cedar lined 
closets today than ever—and 
Brown's SUPERCEDAR is na- 
tionally advertised to thous- 
ands of new home prospects, 
architects and builders. SUPER- 
CEDAR closet lining is surfaced, 
tongie and grooved, ready to put 
on with no waste. Packaged and 
sealed with the Geo. C. Brown label 
and guarantee, famous since 1886. 


Product of 3 


GEO. C. BROWN & CO., Inc 


GREENSBORO, N. C. ESTABLISHED 1886 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 
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New Plant Taken Over 
by Curtis Companies 


Curtis Companies, Inc., Clinton, 
Iowa, has taken over the cutting plant 


at Baker, Ore., formerly operated 
by Baker Wood Products. The plant 
IS now operated by a_ subsidiary 
under the name of Curtis Wood Prod- 
ucts Co. 

“While its capacity is limited,” 
stated E. J. Curtis, president, “we 
hope that the Baker supply of cut 
stock will offset reduced supplies 
from other sources, and may lead to- 
ward increased production of Curtis 
Woodwork in 1951. Demand for 
Silentite windows, doors, cabinets, 
trim and other Curtis products con- 
tinues to expand, reflecting the grow- 
ing popularity of these materials with 
lumber dealers and with the home- 
building public. The Baker plant is 
another step in our constant effort to 
serve the requirements of our trade.” 


Skilsaw Builds New Addition 


Construction has begun on a 35,000 
sq. ft. addition to Skilsaw, Inc., Chi- 
cago manufacturers of the “Skil” line 
of portable electric and pneumatic 
tools. Current expansion is the 
eleventh addition to the Skilsaw 
building since 1938 when the company 
moved from 3310 Elston Ave. to its 
present modern plant. Tihs will in- 


crease total space to approximatel 
200,000 sq. ft. - ’ 


Increased production of 


“Skil” 


Ruberoid Completes 


Construction of a new felt mill ad- 
dition to the plant of The Ruberoid 
Co. at Mobile, Ala., has been com- 
pleted and production started. Erected 
at a cost of approximately $1,500,000, 
the new mill will have an annual ca- 
pacity of about 17,000 tons of dry 
felt, which is one of the basic ingredi- 
ents of the asphalt roofing and siding 
products manufactured by the com- 
pany. 

This is the second important addi- 
tion made to Ruberoid’s Mobile plant 





equipment since introduction of the 
new “Skil” Home Shop line of power 
tools for home use has made this new 
addition necessary. The new space 
will be used for expansion of the 
machine shop, receiving department, 
incoming inspection, and will provide 
additional storage space for finished 
tools and advertising material. 

Skilsaw, Inc., pioneer in the power 
tool industry for over 25 years, is the 
world’s second largest producer of 
portable electric and pneumatic tools, 
The company now employs nearly 700 
people and has branch offices in 38 
cities. “Skil” products have world 
wide distribution. 


Nation-Wide Service for 
Architects 


A nation-wide service for architects 
was announced recently by United 
States Plywood Corporation, 55 W. 
44th St., New York. F. B. Peckham 
was named to head the newly-created 
service department which will have 
representatives in the company’s 
branches in principal cities. Mr. Peck- 
ham, a veteran of World War I and 
a Major in World War II, said: 

“United States Plywood has long 
recognized the importance of the Ar- 
chitectural profession in the construc- 
tion industry. In order to properly 
serve architects, representatives have 
been trained by the company to ad- 
vise them on their problems concern- 
ing weldwood products.” 


New Felt Mill Addition 


during the past four years, a large 
unit for the manufacture of asbestos 
shingles and extensive warehousing 
facilities having been erected in 1946. 

Founded more than 60 years ago, 
The Ruberoid Co. is a_ nationally 
known manufacturer of asphalt and 
asbestos building products of a type 
adapted to both new construction and 
repairs and modernization. It oper- 
ates 12 modern factories in different 
parts of the country, three of the most 
important being in the south—at Bal- 
timore, Dallas and Mobile. 





Ruberoid’s new building is of all-welded steel construction, 220’ long by 88’ wide, with 
roof and side walls covered with Ruberoid corrugated asbestos-cement sheets. The 
major piece of equipment is a standard cylinder mold felt machine 150’ long. 
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wits Pine FOR SALE Hardwoods 


For Prompt Shipment, Prior Sate, Subject to Market Changes, Fob Mill less 
2% ADF. All Pine Sold Delivered; will sell Hardwoods delivered if so 
wanted. To arrive at Delivered Cost Phone your Local Freight Agent, ask 
for rate from Group 5, Georgia-Main-Line and apply SPA Weights shown. 
Full Protection Guaranteed under SPA and NHLA Rules for Grade and 
Count. You are assured of Quality stock in a respect: 

2Com&Btr ADYP 3%” . Dead = AL aan AD POPLAR, 

AnWe 


7 CL ix 4 S4S 
3 CL Ix 5 S4SorCM 23-21% 64 6 CL 4/4 ‘2B RoughorS2S be 74 
8 CL Ix 6 S4SorCM 23-21# ad 5 CL a2 #2A RoughorS2S 
7 CL Ix 8 S4S/CM/SL 23-21-22# 3 CL 4/4 #1C&Btr $115-135- 45 
5 CL Ixt0 S4S/CM/SL 23-21-22# 3 9 CL 4/4 #2B&Btr (LogRun) 
4 CL Ixi2 S48 244 77 $50-72-114-132-142 

2&Btr ADYP 35/40% 14&16’ Approx % 20-35- 35-10 S&FAS 
8 CL 2x 4 S4S Std 25# $59 
6 CL 2x 6 S48 Std 254 67 GUM— 
5 CL 2x 8 S4S Std 25# 74 9 CL rr S2Com RoughorS2S $45 

3 CL 2xl0 S4S Std 26# 78 

3 CL 2xI2 S4S Std 264 79 Write for prices other stock. 

ALL THE ABOVE STOCK WELL Beer asrenes, 
y tat f.. * hye 

Prices shown are for Strai Cars. py to 4 items. 
FLEMING LUMBER COMPANY, Columbus, Ga. 
Refer to List AL 629 (“Our 35th Year"? Phone 3-772! 


Birmingham, Ala. Office, PO Box 97, Powderly, Phone 8-1548 
In Chicago Contact: Severin-Hoffman Lumber Co. Phone AM 2-6424 











D. M. McCLintock Lumber Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 
Telephone: Atwater 9355 


Douglas Fir @ Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


Exclusive Mill Agents 
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Every Yard Should Have an 
American Car Door Roller 


Best and cheapest 
helper for loading and 
unloading lumber. 





Often pays for itself in one lumber shipment. Adjustable 
to fit openings 5 to 6 ft. wide: double extension roller for 
door 5 to 8 ft. wide. 

Can be furnished with wood or steel beam. “American” 
Logging Tools and Appliances best on the market. 


Write for catalog and information. 





| AMERICAN LOGGING TOOL CO. 
Evart, Mich. 
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Here’s a new, especially developed paint for old, 
discolored asbestos shingles and siding... Cabot’s 
Asbestos Shingle Coating. It has unusual hiding power 
and produces a soft, semi-flat finish which makes old shingles 
look like new. Comes in 4 attractive colors — White, Light 
Cream, French Gray, Cactus Green. Or any desired shade may 
be obtained by tinting White with colors in oil. 
You'll find a big market for this new asbestos shingle 
coating. Be sure you have it in stock. 


aye WRITE TODAY for Cabot’s Asbestos Shingle Coating 
J} Color Chart and complete dealer information. Address 
Samuel Cabot, Inc., 760 Oliver Bldg., Boston 9, Mass. 


CABOT’S ASBESTOS SHINGLE COATING 












MADE OF 


FIBERGLAS 


Proyecto 


OWENS-CORNING “FIBERGLAS CORPORATION 









in the New 
improved 


n BLAI KET PACKAGE 


@ 25% longer roll, uniformly 


- AND THREE parent compressed. 
@ Fewer packages to handle in less 





HANDY FORMS warehouse space. 
© Better vapor barrier of stronger 
POURING tougher paper. 
WOOL @ Less: fitting and cutting. 


@ Easier . . . faster to install. 
®@ No bags or cartons to discard. 














4NSYLITE Divisio 





PAPE 
MINNEAPOLI 
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Horner, Oldest Northern 
Hardwood Flooring Company 


From the days of grandfather Wil- 
liam Horner, who pioneered the mass 
production of Northern Hardwood 
Flooring to the present day of his 
grandsons, the making of flooring has 
been the Horner family business. Still 
active in the present day organization 
are many men who grew up in the 
flooring business with grandfather 
Horner and who themselves helped to 
establish the guiding principles that 
are now a company tradition. 

Employes and officials alike, refer 
to their organization with consider- 
able pride as the oldest Northern 
hardwood flooring company. The 
firm’s mills are located in the heart 
of Northern Michigan’s hardwood pri- 
meval. An interesting folder illustrat- 
ing some of the company’s installa- 
tions may be had by writing the 


Horner Flooring Co., 217 Maple, Dol- 
lar Bay, Mich. 





MORE than a million feet of Horner 
Flooring cover the floors of the Working 
Post Office in Los Angeles, Calif. 


Employe Program Helps U. P. 
Reduce Freight Loss 

O. J. Wullstein, general freight 
claim agent, Union Pacific Railroad 
Company, tells how it was possible 
for Union Pacific, over a period of 
two years, to reduce the number of 
freight loss and damage claims by 
nearly one-third. The following ex- 
cerpts are from his interesting re- 
port: 





O. J. WULLSTEIN, general freight claim 


agent, Union Pacific Railroad Company. 


Taking a page from the military 
strategists of our late war, we at 
Union Pacific realized that no single 
effort would meet with success in re- 
ducing freight loss and damage. Like 
a military operation, we learned that 
it was necessary to campaign on sev- 
eral fronts simultaneously. That is 
why our program has been carried 
out in three concurrent phases: 1. 
Appeals to railroad management. 2. 
education of railroad employes. 3. Co- 
operation with shippers and receivers 
of freight. 


In each case, several media are 


employed to get the message across 
as indicated in the following tabula- 
tion: 

Railroad Management 

Correspondence 

Literature 
Conferences 

Railroad publications 

Union Pacific Employes 

Correspondence 

Literature 
Conferences 

Motion pictures 
Freight service inspectors 
Container engineers 
Posters 
Shippers & Receivers of Freight 
Correspondence 
Literature 
Container engineers 
Business publications 
Freight service inspectors 
Motion pictures 
Of the above listed means, the mo- 
tion pictures and conferences repre- 
sent two of the greatest deviations 
from the usual freight loss and dam- 
age prevention program. 

“Who Done It?” a 16-millimeter 
sound-color motion picture was pro- 
duced by the railroad two years ago 
as an attractive means of getting the 
freight claim department’s message 
across to freight handling employes. 
So successful was this film that the 
company has a second picture in the 
script-writing stage. 

Conferences between freight claim 
department representatives and 
freight handling and operating em- 
ployes may sound prosaic, but Union 
Pacific has elevated them to the level 
of open forums following luncheon 


Oo DOR 


AIS Ot Oo bor 








co ay 


BOILERS 





SEATTLE, WASH. 





* Burns 25°, More 
* With 75% less smoke and 
cinders. Fool proof 
We Also Build 


TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 
MERS. FLANGED & DISHED HEADS 


We Stock 
Straight & Bent Boiler Tubes 


SEATTLE BOILER WORKS 


Now in Our New Larger Modern Plant at 5237 E. Marginal Way 





5 TO 1200 H.-P. 








TANNEWITZ 


for Swing Saws 


4S AV ia S $30 to $50 A MONTH 
IN LUMBER AND LABOR 


ORDER NOW OR SEND FOR 
CIRCULAR 








le. 


aus ‘YOUR COMPLETE NEEDS 
IN SAWMILL MACHINERY 


Band Mill carriages . . . edgers . . . Portable Mills 
. .. Log stop and Loader . . . Shotgun steam feeds 
. . . Automatic feed table for planing mills. Write 
for catalog and ‘Power House’. 







™, 
se. TLL 


MACHINERY 





AUTOMATIC 
SCA UGE 


TANNEWITZ WORKS 


GRAND RAPIDS 
Mi 





RENO-KUKACHKA 
WOOD IDENTIFICATION CHART 


For the first time a simple and easy to understand 24-page 
commercial hardwood identification chart is available for 
both. the expert and beginner. This chart places similar 
woods and their features side by side and plainly points 
out differences which separate one from another. 


Covers 28 most important hardwoods — makes visual wood 
identification accurate and easy with just the naked eye 
and a hand lens. A simple, workable, one-source reference 
for only $1.00. Copies will be mailed approximately Octo- 
ber Ist. Send your order to: 


Vance Publishing Corporation 
139 N. Clark St., Chicago 2, Illinois 
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These forums, which fea- 


or dinner. 
ture employe discussion of the prob- 
ler: from the floor, are held at central 
points not only for employes at the 
terminal but also for workers brought 
in from nearby communities. 
iixecutive level conferences are also 


scheduled on occasion. At the last 
such meeting at Salt Lake City, the 
attendance was 104, 


S. B. Fullerton, President of 
Bradley Lumber Company 


Announcement 
was made June 
30, in Warren, 
Ark. that S. B. 
Fullerton becomes 
president of the 
3radley Lumber 
Company of Ar- 
kansas, succeed- 





ing his’ brother, 
the late R. W. . 
Fullerton. S. B. Fullerton 


Mr. Fullerton is 
the son of the late S. H. Fullerton, a 
pioneer in the development of the 
South’s lumber industry, who attained 
leadership and fortune as head of the 
Chicago Lumber & Coal Company and 
other extensive timber enterprises 
throughout the country. It was under 
him that both “Bake” and “Bob” Ful- 
lerton gained their early knowledge 
and experience as lumbermen. 

Mr. Fullerton has been actively as- 
sociated and equal owner with his late 
brother in the Bradley Lumber Com- 
pany of Arkansas since its inception 
in 1916. Thus in becoming its execu- 
tive head he brings to his new posi- 
tion thorough preparation for carry- 
ing on the company’s affairs and es- 
tablished policies, and maintaining its 
position in the front rank of the in- 
dustry. 


Woodward Elected Executive 
Vice-President of Ruberoid 


Stanley Woodward, formerly vice- 
president in charge of the Southern 
division of The Ruberoid Co., manu- 
facturers of building products, has 
been elected executive vice-president 
of the company, it was announced by 
Herbert Abraham, president. 

Mr. Woodward has been associated 
with The Ruberoid Co. as a vice- 
president and director for the past 22 





Stanley Woodward 


years. Prior to that he had been vice- 
president of the Continental Roofing 
nd Manufacturing Co., of Baltimore, 
‘hich he had helped to organize in 
1922 and which was acquired by 
‘uberoid in 1928. He has been con- 
nected with the building materials in- 
ustry all of his working life, first 
with the Warren Chemical and Manu- 
icturing Co. and later in executive 
ositions with the Barrett Company. 


3UILBING PropucTts MERCHANDISER 


Kendall, Board Chairman of 
Weyerhaeuser Sales Co. 


Harry T. Ken- 
dall, Weyerhaeu- 
ser Sales Com- 
pany’s well-known 
general manager 
in St. Paul, Minn., 
was recently 
elected chairman 
of the board. 
Vice-president R. 

Douglas suc- 
ceeds Mr. Ken- 
dall as manager. 
He has been as- 
sociated with the 
organization since 
1923 and for some 
time has been 
sales manager of 
the West Coast 
mills of Weyerhaeuser Timber Co., 
Tacoma, Wash. 





Harry T. Kendall 


Don Bodwell Completes 
45 Years with Long-Bell 


Employed in 1905 as assistant man- 
ager of Long-Bell’s retail yard at 
Independence, Kan., Don Bodwell can 
look back over a period of 45 years 
of diversified experience within a 
single organization. By 1906 he had 
already become manager of the In- 
dependence yard. Only a few years 
later he was transferred to the Hud- 
son River Lumber Co., De Ridder, La., 
and was also working for King- 
Ryder Lumber Co., Bonami, La. In 
1912 he joined the Kansas City sales 
office, and later was transferred as 
a salesman to Philadelphia. Mr. Bod- 
well returned to Kansas City in 1914 
and was_ successively promoted to 
other positions. He became eastern 
sales manager in 1943. 


Companies sbumounce 


Badger Lumber Company officials 
announce the appointment of Carl E. 
Thompson, who has been associated 
with them since the end of World 
War II, as the new manager of the 
Ogden, Utah, organization. He suc- 
ceeds the late Leo Biele, former man- 
ager, who died May 16. 








Douglas G. Pilkington, formerly 
western advertising manager of Pro- 
gressive Architecture, has been ap- 
pointed field representative for the 
wood window industry. Announcement 
of the appointment was made by E. W. 
Ruddick, general manager of Ponder- 
osa Pine Woodwork, Chicago. Mr. Pil- 
kington will spend his time in the field 
calling on architects, building contrac- 
tors, FHA and other financing or- 
ganizations in the southwest and on 
the west coast. He will work closely 
with manufacturers, jobbers and lum- 
ber dealers. An acknowledged author- 
ity in the marketing, merchandising 
and distribution of building products, 
Mr. Pilkington joined Progressive 
Architecture in 1943, serving until 
March 1950. Before joining that pub- 
lication, Mr. Pilkington was in charge 
of lumber dealer products in the Chi- 
cago area for the National Gypsum 
Company. 


J. E. L. McCall was appointed ad- 
vertising manager of the American 
Lumber & Treating Co., J. F. Linthi- 
cum, president of the wood preserv- 
ing firm, announced. Following two 
years in the advertising and sales 
promotion divisions of the General 
Electric Company, Mr. McCall began 
working for AL&T as assistant ad- 
vertising manager in 1948. In his 
new position he will be responsible 
for the advertising campaigns on 
“Wolmanized” pressure-treated lum- 
ber and for the sales promotion pro- 
grams of the nine regional offices of 
the company at Los Angeles, San 
Francisco, Portland, Jacksonville, 
Baltimore, New York, Boston, Little 
Rock, and Chicago. American Lum- 
ber and Treating Company, Chicago, 
Ill., produces pressure-impregnated 
forest products for distribution 
through the lumber industry. Plants 
are located at Everett, Wash., Wauna, 
Ore., Wilmington, Calif., Shreveport, 
La., Crossett, and Fordyce, Ark., 
Gainesville, Fla., Florence, S. C., Bal- 
timore, Md., and Newark, N. J. 


W. S. Shoffstall, veteran window 
sales executive, has been appointed 
general sales manager of Ludman 
Corporation, manufacturers of the 
new Auto-Lok Aluminum Awning 
Window. Mr. Shoffstall, former man- 
ager of Industrial & Housing Divi- 
sions of Detroit Steel Products Co., 
has already assumed his duties at 
Ludman’s home office, in Miami, Fla. 
He will direct nationwide sales for 
Ludman. 


Plain Words Plainly Spoken 


(Continued from page 88) 


hardly a dealer in the country who 
won’t try to eliminate jobbers on 
every possible transaction if they 
think they’ll make an extra dime 
by doing it. Dealers are far more 
interested in self-protection than 
they are in jobber protection. 


Lately we have the large scale 
building contractor who certainly 
buys for resale. He cannot afford 
to buy through dealers. When the 
jobber refuses to sell, he simply 
goes direct to the producer. In this 
connection, it is notable that al- 
though house construction is break- 
ing all records, NRLDA members 
report sales only slightly better 
than 1949. Nor do many of our 
members with a strict dealer policy 
report volume that reflects the tre- 
mendous building boom. The houses 
are going up. The building mate- 
rials are being produced. Who, 
then, is selling them? 


I believe that wholesalers, if 
they will raise their efficiency to the 
point where their specialized serv- 
ices are more desirable to manu- 
facturers than closer control of the 
point of purchase, will regain much 
of the prestige they have lost. 
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ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classi- 
fied advertising section in its field. 

All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point style. No cuts or special borders 
allowed. Please indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. 
No agency commission or cash discount 


allowed. 
Terms — Cash With Order 
Minimum Charge $2.00 
Rates: 
1 Time —10¢ per word for each insertion. 
Minimum charge of 50c per line. 
3 Times —9c per word for each insertion. 
Minimum charge of 45S¢ per line. 
6 Times — 8c per word for each insertion. 
Minimum charge of 40c per line. 
26 Times — 7c per word for each insertion. 
Minimum charge of 35c per line. 
For advertisements bearing box number count 
five extra wor There are approximatel 
5 words to a line and when less are apociies 
or used, regular line rate is charged. 
en answering box numbers or mailing 
copy for ads address them to: 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark S:., Chicago 2, Ill. 
—— 








HELP WANTED 








WANTED: Moulder Man. Experienzcd in mill- 
work business. Must be able to set up ma- 
chine and grind own knives. Steady Work— 
Top Wages. A ly Carr & Johnston Com- 
Pany. 1219 So. Washington, Peoria, Illinois. 








: HELP WANTED 


RETAIL SALESMAN 

Experienced in all phases of hardware and 
building products. Must be ambitious and 
have good personality. Excellent opportunity 
for right man, Reply by letter. State age, 
education and detailed experience. Salary 
and bonus. Hill-Behan Lumber Company, 
5601 Elston Ave., Chicago 30, Ill. Attention: 
Mr. Reading 








WANTED 
Experienced Detailer-Biller for permanent job 
with one of the South's largest special mill- 
work plants. Excellent working conditions. 
McPhillips Mfg. Co., Mobile, Alabama. 





Plywood salesman, door experience preferred, 
can connect with prosperous distributor. Can 
purchase all or part interest on extended 
terms. Owner retiring. Write Box C-35, 
American Lumberman, he. 


SITUATIONS WANTED 











Experienced lumberman desires position as 
manager, twenty years experience, proven 
ability and excellent references. Address Box 
C-33, American Lumberman, Inc. 





Competent Estimator with excellent record 
both stock and special woodwork desires 
change to permanent position. Address Box 
C-34, American Lumberman, Inc. 





Successful builder and estimator of homes 
and light construction, one 40, supervision of 
own mill operations. Selling out, seek con- 
nection with established retail or wholesale 
lumber company: in sales, operations or man- 
agement. ank and commercial references. 

est of Mississippi River preferred. Available 
September Ist. Address ox C-47, American 
Lumberman, Inc. 





Lumberman, age 38, capable accountant, 
wishes position with small growing firm. 
Address Box C-57, American Lumberman, Inc. 





Young lumberman, married, thoroughly expe- 
rienced in all phases of lumber business seeks 
responsible position with opportunity for ad- 
vancement. oe at figures, knows many 
languages. Religion, Hebrew. Presently em- 
loyed. Address D-24, American Lumberman, 
nc. 





University graduate, capable of managerial 
duties. perienced contractor and builder, 
estimator and salesman. 4th generation re- 
tail lumberman. Will consider any location 
for any phase of lumber or building. 
Young— with family. Address Box D-25, 
American Lumberman, Inc. 





WANTED 


We have a permanent position for a man 
familiar with Yellow Pine Mills and their 
production. who has had wholesaling experi- 
ence to supervise Yellow Pine Department in 
our Chicago office. This is an excellent op- 
portunity for the party who can qualify. This 
position carries a generous drawing account 
plus added compensation as a bonus de- 
termined by profits realized. Prefer a man 
not over forty years of age. 

EDWARD HINES LUMBER CO., 77 W. - 
ington. Chicago 2, Ill. —_ 





Wanted man with retail lumber experience 
for general office work. State age. marital 
satus. past em my! and salary expected. 
mall town in Central Kentucky. Add 

C-58, American Lembesman. Ine. a 


POSITION WANTED 

Competent, experienced retail lumber yard 
manager, years experience, all phases of 
the lumber business, 44 years, married, fam- 
ily. desires position as manager of city yard 
of substantial volume, or one with a heavy 
otential volume. Capable of operating in a 
Pighly competitive situation. Now employed 
but wish to make change. Address Box D-32, 
American Lumberman, Inc. 





Experienced Yard Manager desires connec- 
tion in Chicago or vicinity. Thoroughly ex- 
perienced in lumber yard detail. Can furnish 
reference from present employer. Address Box 
D-29, American Lumberman, Inc. 





Experienced Lumberman 
Open for position as Foreman or Tallyman. 
Address Box C-62, American Lumberman, Inc. 





Wanted: First-class Hardwood Lumb - 
spector. Year Round Job. Address Boe D-a. 
American Lumberman, Inc. 








SUPERINTENDENT—For complete charge of 

large lumber yard in Nesthoestern Ohio. _ 
ing business in lumber and millwork. Must 
be able to take over entire yard operation 
and co-ordinate into a smooth running unit. 
Will pay an above average salary to a well 
qualified man. Address a D-21, American 
Lumberman, Inc. 





Wanted: An experienced detailer, estimator 
and biller for special wood mil] work. Ad- 
dress Box D-23, American Lumberman, Inc. 
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SALES REPRESENTATION 
AVAILABLE 








I want Lumber millwork and plywood to sell 
on commission in this City. Frank M. Pierson, 
5515 H M C Str., Houston, Texas. 





MANUFACTURERS REPRESENTATIVES 
New England or partial, steady, experienced 
coverage of Building Supply and Hardware 
jobbers, Retail Lumber. Building Supply and 
arge Hardware dealers. Desire additional 
volume lines. Address Box D-22, American 
Lumberman, Inc. 





Ee a ee 
LUMBER & DIMENSION 
WANTED 


WANTED TO BUY: One to five carloads of 
either Western Red Cedar or Redwood lx} 
fence pickets: also Western Red Cedar in the 
following dimensions: 1x3, 3x4 and 4x4 S48, 
No, | Common, green or dry. Bulk of mate 
rial we are seeking to be random lengths, 
Please specify price F.O.B. Central Islip, 
Long Island. New York, which takes the 
$1.18 transcontinental rate. 
KAUFMAN-ALLIED, 139-24—224th St. 
Laurelton 13, L.l. New York 











Can use 5 cars 10/4 monthly green or kiln 
dried Ponderosa shop R/W and R/L. Alse 
some 8/4. Blue stain permissible. Pro 
payment. Advise price delivered. Beau Prok 
ucts Company, East Berlin, Pennsylvania. 


WANTED—PLYWOOD 
Any ey Sizes—We pay cash. 
TOLEDO PLYWOOD co. 
1011 N. Westwood Toledo, Ohie 


WANT TO BUY 
One car, 5/4 and 6/4, Cherry, #2Common é 
Better. 
One car, 4/4 Cherry, #2Common & Better. 
Address Box D-33, American Lumberman, Ine. 


See aie ——_ 
WANTED TO BUY— 
MISCELLANEOUS 














RAILS WANTED 
Any weight—Any tonnage 


W. H. DYER CO., INC, 
1859A Railway Exch. Bldg., St. Louis 1, Mo, 





STEEL RAILS WANTED 
Any Quantity — Any Size 
Secure our price before selling 


MIDWEST STEEL CORPORATION 
Charleston, W. Va. 





WANTED—Dry Shavings and Sawdust. Ad- 
dress Box B-57, American Lumberman, Inc. 





BUSINESS OPPORTUNITIES 








Medium sized retail yard in Suffolk County. 
Small investment required. Will consider an 
active and experienced associate. Reply te 
Box C-41, American Lumberman, Inc. 


USED MACHINERY WANTED 














One 4 or 6 drum sander. Upper and lower 
drums. General Door Mig. Co., West Bend, 
Wisconsin. 





Wanted: Army Trucks—GMC 6x6 Banjo Type, 
Long Wheel base — Also diesel loaders 
mounted on trucks. Address Box C-69, Ameri- 
can Lumberman, Inc. 





Wanted: 1—12’’x38’ Shot Gun Steam Feed 
with back head, extension front head. Com- 
— Sew Box D-27, American Lumber- 
man, Inc. 


LUMBER & DIMENSION | 
FOR SALE 











FOR SALE 


MOULDING AND SELECT GRADES PON- 
DEROSA PINE LUMBER for millwork trade. 
Stock air-dried to average approximately ah 
and classification based on WPA rulings. We 
sell only car load and trailer lots from our 
warehouse in Laredo. We solicit inquiries. 


R. G. GARCIA 
Importer—Exporter 
309 Sames-Moore Bldg. Laredo, Texas 





We have available for prompt shipment 2 cars 
1x3 (25/32x21/4"' Face) third Grade and Better 
Pecan Flooring. To include not over 10% 
Pecan Flooring shorts & 10% 25/32xll/, Face 
developing. Can supply for shipment 30/60 
days further 2/3 cars. 
OBILE RIVER SAW MILL CO. 
Mt. Vernon 1. Alabama 
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